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Order PONTON’S |. C. lists PLUS. 

W. S. PONTON, INC. 


PRECISION LISTS of Business Executives 


(Mail-order sales of merchandise to Precision 
Customers average $40 to $60!) 


PRECISION EQUIPMENT CO. Mail Order Buyers 


Ust A-1: 40,000 BUYERS who responded to bargain bulletins of Precision and 
of General Industrial Co. offering filing cabinets, desks, chairs, cabinets, power 
mowers, electric %;" drills, fons, steel shelving, etc. Virtually 100% individuel 
men's names (in addition to company nome). Practically always address is 


Date Counts Were Made: Avgust |, 1956 
Source: Divect Mell 
Arrangement Geographical 


Gverentes: Ovr lists ere gueranteed 
We will refund of Sc cock 


thet of company (not home). 100% buyers. All types of businesses ore 
represented—manufacturers, wholesalers, retailers, etc. 
List 8-1; 80,000 BUYERS & INQUIRERS who responded to catalogs of Precision 
and of General industria! Co. offering factory and office equipment such as 
steel shelving, clothing lockers, ladders, cabinets, interc ication units, 
hend trucks, etc. Virtually 100% individvel men's names (in addition to 
company name). There is generally just one individual name for each of the 
Her companies; there ore usually several individval names for each of the 
lorgest companies. Practically always oddress is that of company (not home). 
70% are buyers; 30% inquirers. Nomes of manufocturers predominate 
although other types of businesses and institutions are represented. Duplicates 
list by approximately 6%. 
list B-2; 30,000 COMPANY NAMES ONLY of those companies represented in 
list 8-1 but excluding inquirers. 100% buyers. Names of manufacturers pre- 
dominate although other types of businesses and institutions ore represented. 
Any desired title (e.g. Factory Supt., Office Manager, Purchasing Agent, 
Plant Engineer etc., may be addressed at ne extra 
ge). 
After approval of mailing piece, uniess you desire labeis or dick strip address- 


, ship material transportation prepaid and in cartons (not on skids) to: 


PRECISION EQUIPMENT CO. 
Chicago 41, Ill; 
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Precision Equipment Co. 
3716 Milwaukee Ave., Chicago 41, Ill. 


| [) Please send full size 5 « 8 dota card for my file. 
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to obtain stondord size (5 «x 8’) data 
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We've made it our business for over a quarter- 
century to know people—consumer families, 
home owners, automobile owners, truck owners. . . 
to know these people, and to know how to sell them. 


Because we do know so many people, and know 

so much about how to reach them and to sell 

them, many large direct mail users and their dealers 
rely on The Reuben H. Donnelley Corporation 

as the best source of names, addresses, 

and creative “know-how” in the United States. 


As you plan your direct-mail advertising and 
sales-promotion programs, you too will find it 
well worth your while to take advantage 

of the wide range of services we offer. 


DIRECT MAIL DIVISION 


THE REUBEN H. DONNELLEY CORPORATION 
CHICAGO: 350 E. 22nd St. 


NEW YORK: 305 E. 45th St. 
LOS ANGELES: 727 Venice Bivd. 


DIRECT MAIL PROGRAMS MAILING SERVICES CONTEST JUDGING PREMIUM MAILINGS 
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Reproduction Department 
American United Life 
Insurance Company 
Indianapolis, Indiana 


When the job demands a smooth finish sheet that provides the e 
maximum number of clear, sharp copies—put it on Atlantic ©® 


Duplicator. An exclusive formula provides better body.. e 


better absorbency...more efficient use of the duplicating 6» 
fluid. Controlled moisture content reduces spoilage. e@ 
The quality of Atlantic Duplicator can be seen at e 
a glance. Seven colors and a clear, bright white 
provide a range for any office system and form 6 


work. For smooth, faultless duplication every @ EASTERN 


time —run it on Atlantic Duplicator. 


EXCELLENCE IN FINE PAPERS 
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224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 
A MAGAZINE DEVOTED EXCLUSIVELY TO CONTACT BY MAIL 
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Lover STORY 
Front Poucn Scurriesurr Henry Hoke 


Note: Due to the length of this issue's Special Feature, the Short Notes Depart- 
ment will not appear in this issue. It will resume as a regular of feature in the 
October Reporter 


Reev-Aste Conducted by Orville Reed 
My Man Day—by Jared Abbeon 100 
Direct Man Dinecrory 106 
Skercnes Or Dimect Mam Success Edited by Peter Shugart 109 


DMAA 39th ANNUAL CONVENTION 


Oct. 1, 2, 3—Hotel Statler, N.Y.C. 


CONVENTION TIMETABLE 
CONVENTION 


A Special Reporter feature: 


Inrropuction To SESSION By Henry Hoke 
An Inviration To Atrenn 

DMAA's 391m Annuat Convention—by Joseph J. McGee 
Wuy A Crusape Is Neeoen by Homer J. Buckley 
Tne Bic Neew For Creative Tatent—by Leonard J. Raymond 
Does Your Dmecr Mau. Surrer 

From “Manu. Onvenrtis”?—by Edward N. Mayer, Jr 
More Maw Is Nor Tae Answen—by Charles S. Downs 
Wwuar's Daun Piceon’?” Francis Andrews 
Tue Catt For A Dinect Man. Founpation—-by David L. Harrington 
luis Kino Or Improvement Won't Cost You A Cent-——by John D. Yeck 
“Woirnen Ane We Tenoinc”?— by Jerrie C. Rosenberg 
How Aw Inoustay Our Or 

Tue Wrrn Dinect Mau.—by Harry Lichschutz 
Dinect Man. Meers Tue Cuattence Or Competirion— by John Dear 
How A Catatoc Seanken A Year's Campaicn—by Alvin Cardner 
Tne Devecorment Or A Maine Prece... 

From Ipea To Finisuen Jon—by Robert Clark, Jr 
Torovcn A Ancre Lense—by Douglas B. Mahoney 
In Tue Worto Is Harrenine To 

ImacinaTiON In Dinect Larry Brettner 
Dinect Mam. Can Create A 

New Pensonaurry For A Bostness—by Erwin Harris 
“InnocuLaTine” Dinecr Mau. Fred P. Kirby 
Proceess Rerowt On “Creanine Ur Tur Mans” by Henry 


Heary Hoke, | 
M. L. Strutzenberg, 
F. Stern, 


Henry Hoke, Jr., 

John Patafio, Advertising 
Joseph K. Ross, Advertising 
H. L. Mitchell, Wessern Advertising 


The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, 
ot 229 W. 28th Street, New York |, N.Y. Subscription price is $6.00 a year. Second Class 
Mailing Privileges authorized at New York, N. Y., under the act of March 3, 1897 
Copyright 1956 by Henry Hoke. Western Sales Office: H L Mitchell & Associates, 
3087 Saturn Avenue, Huntington Park, California, LUdlow 5-4668 


The Reporter is independently owned and operated. in addition to thousends of 
regular subscribers, all Members of the Direct Mail Advertising Association receive The 
Reporter as an Association service. Part of their annual dues pays for a subscription. 


For the first time in DMAA his- 
tory . .. a convention-staging local 
committee is headed by the top boss 
of a large advertising agency. 

Marion Harper, Jr., president of 
MecCann-Erickson, Ine., New York, 
is perhaps the most talked-and-writ 
ten-about young man in the agency 
business. It is appropriate to have 
an agency man as general chairman 
of the New York convention com- 
mittee... with its theme “Vote for 
Direct Mail”... and with The Re- 
porter’s amended theme, “Vote for 
Upgrading Direct Mail”. More and 
more advertising agencymen are 
voting for direct mail... which was 
not the case just a few years back, 
And Marion Harper, Jr., has done 
wonders in upgrading agency opera: 
tion (including special attention to 
direct mail). 


Here is a brief sketch of the man 
who will wield the gavel at the 
DMAA Convention opening. Marion 
Harper, Jr., was born May 14, 1916, 
in Oklahoma City. Attended Phillips 
Academy, Andover, Mass. and was 
graduated from Yale in 1938. The 
following year, joined MeCann 
Erickson in the time-honored tradi 
tion a8 apprentice im the mailroom. 

Ten years later, after successive 
steps as manager of Copy Research, 
director of Research, VP in charge 
of Research and Merchandising and 
assistant to the president eee stepped 
into presidency when H. K. MeCann 
turned over active management to a 
younger team, 


Marion Harper has been heaped 
with so many honors... it is use 
less to attempt to list them here, We 
think it is a real mark of progress 
to have him “Vote for Direct Mail” 
by aceepting the general chairman 
ship of the New York DMAA con 
vention. @ 
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sell any product or service 
/ by mail Ble 


sel | any product or service 
house-to-house 


We can show you how you can use our direct 
mail promotions (which are producing 20% TO 
4 30% NET PROFIT BEFORE TAXES) for some of 
the most important companies in the country. 


Our clients include mail order houses, magazine 
and book publishers, catalog houses, direct 
selling organizations, trade schools and other 
companies in a wide variety of fields. 


We supply the complete mailing ‘‘package."’ 
This package includes unusually effective mailing 
pieces featuring the finest nationally accepted 


merchandise at prices that offer incomparable 

values ... all you do is mail as directed. There 

is an absolute minimum of effort required on a 

your part. 
We would be happy to show you how you can get 


this additional, highly profitable ‘‘mileage’’ out 
of your lists. Write today for FREE SAMPLES 
and complete information. 


THE 
SLOAN-ASHLAND 
DIVISION 


Sellers of merchand!se through 


direct mai/ promotion 


Suite 9O3/MERCHANDISE MART 
CHICAGO 54, ILLINOIS @ 


p. S. LIST BROKERS: Some of your clients would undoubtedly be interested in this 
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ARDOEN Ciry ENVELOPES 


Every Kind for Every 
Direct Mail Need! 


Let us tell you about them at the Statler. 
Stop by...share in the prizes and surprises 
we have in store for you, too...at spaces 22-23! 


ROEN CiTy ENVELOPE Co. 


Be 
We 
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APTERGLOW, AN ETCHING BY JOHN TAYLOR ARMS 


The softly lexiuced surface of otdenis and 
Cover ils broad deckle ed ge ee ils 


feeling of qualily eee add an extra dimension of ef fe - 


liveness le the finest printing and printed advertising. 
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FRONTPORCH 
SCUTTLEBUTT 


The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


Clearwater, Florida 
September, 1956 


MOST CONVERSATIONS DURING PAST MONTH... 


revolved around subject for September issue . . Upgrading Direct Mail. All covered 
in the material starting on page 19... 80 no use repeating. It was fun reading and 
discussing all the opinions. This September issue makes exciting and challenging 
reading. Please remember... we are not talking about or recommending extrava- 
gance or wastefullness. Upgrading can often mean doing it better at less total cost. 


ONE BAD CASE HISTORY MUST BE REPORTED. . 


now even though we have tried to keep this preconvention issue optimistic. Nearly 
every front porch conversation during the past seven months eventually came around 
to just about the worst catastrophe in direct mail history the collapse of the Toys 


of the World Club operation. 


For the first time in our experience, we worked behind the scenes to try to prevent a 
‘*story’’ from happening. In the February 1956 Reporter, page 41, under *'Notes ona 
Mail Catastrophe,’' we warned that a scandal was brewing. We deliberately withheld 
names and details hoping that sorme way would be found to reorganize or to ful- 
fill 35,000 paid-in-advance orders (which, if not fulfilled, would give direct mail a big 
black eye). All reasons for secrecy no longer exist as the promoters were indicted for 
mail fraud and conspiracy by a federal grand jury in Brooklyn, N. Y., on August 6th 
The story is now public. Here, in a nutshell, is what happened 


A former salesman and radio program operator names Alastair B. Kyle, age 25, de- 
veloped the idea of monthly toys from around the world for children obviously 
copied from other ‘‘of-the-month"’ clubs. A convincing salesman he induced eight 
or nine Wall Street investors to put up somewhere around $100,000 in cash for pre- 
liminary testing. He got Clinton Gardner, a circulation promotion man, to come in on 
the deal in late 1954. During the summer of 1955, tests (7) totaling some 2,5000,000 
pieces were run. Results indicated good profit possibilities The cost of test mailings 
was paid out of capital... . and fulfillment was started. Then in October, November 
and early december, Kyle and Gardner shot a followup mailing of a mere 5,500,000 
Results were what you could expect disastrous 


Terrific duplications and bad timing had brought chaos. By early December it was ob- 
vious that Toys of the World Club was on the rocks with about 55,000 unfulfilled, paid- 


in-advance orders. Creditors were in 4 panic 


A first meeting of creditors was held on December 14, 1955 and Reporter field 
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editor, Dudley Lufkin, attended as an observer. He attended every subsequent creditors’ 
meeting... and many other sessions where efforts were made to have the operation ab- 
sorbed or orders fulfilled by other experienced mail order outfits. But it wes all hopeless. 
Creditors were stuck for armounts estimated (or rurnored) between $200,000 and $600,000 
and included eleven list brokers who had furnished the nearly 6,000,000 names on 
credit balances amounting to around $78,000. 


One lettershop advanced $7,500 in postage on part of the mailing. It is stuck for around 
$ 50,000 total which it will never get. When the creditors’ auditor finally got to work, 

it was nearly impossible to find out the exact figures on anything. Some creditors had 
been paid partly in cash without records; some invoices had been lost or not recorded; 
but rough estimates indicated that between 400 to 600 different printers, paper mer- 
chants, lettershops, list brokers and miscellaneous suppliers got stuck. But, worse yet, 
was the list of innocent buyers who sent in the 35,000 or more orders, with checks 

Many of their checks were cashed by ‘‘factors’’ and the money was deposited in Canadian 
banks or paid out indiscriminately to howling creditors. 


The sad part of the situation is .. . the idea itself was good. The toys selected were okay. 
The original (test) recipients were pleased. The copy, layout and art of prormotion pieces 
were tops. A good friend of ours was employed to prepare the mailing package. He did 

a good job. And, incidentally, he was one of the first paid in full. 


The whole trouble was thoughtless over-expansion .. . trying to make a killing with one 
huge mailing instead of building carefully and gradually. That is the mistake of amateurs. 
They don't realize that TIME is the most important element in any business success. 
Someone, arnong the creditors, should have warned that mail order successes are not 
built overnight. Sore of the potential creditors were saved from loss by the sound ad- 
vice of fellows like Felix Tyroler, secretary of the New York Mail Advertising Service 
Association. He had the danger flag flying shortly after the surnmer test. 


Kyle's biggest mistake (aside from his woeful lack of mail order experience) was that 

even after the boat was sunk... he mailed out renewal appeals to the expires from the ) 
surmmer test, in an effort to bring in extra cash. Possibly this one point convinced the 
grand jury to vote an indictment, Otherwise, the whole thing could be written off as a 
distressing case of mismanagement, wildcat financing and bad judgment in credit granting. 


I'm telling the story here so that if you readers of The Reporter are questioned by any 
of those who got stuck and are soured on mail order you'll know the situation. We'll 
possibly never be able to regain the good will of the 35,000 parents and their children 
who didn't get the promised and paid-for toys .. . but we can all determine to do our 
best to not let it happen again. 


The next time a Dr. Cook or Alastair Kyle comes along with a sure-fire, world beating 
mail order scheme ... we can clamp down the lid on credit we can refuse to take 
orders on a deal which is not in the public interest or which may hurt the good name of 


direct mail 


As Jack Smith (Gloucester, Mass.) cormmented when he first heard the news on the front 
porch and did some quick figuring, *' Tennessee Ernie was a piker with his sixteen tons 
Kyle induced a few Wall Streeters and hundreds of producers and suppliers to finance 
his disastrous three hundred and sixteen ton mailing.” 


This reporter is sorry that all the phone calls, long record reports, endless meetings 
turned out to be fruitless. The ‘'story’’ happened in spite of all sincere efforts to keep 
it from being « story. 


THE WEEK OF JULY 23rd... 


was pretty hectic on the front porch .. . watching the papers, waiting for phone calls 
from New York or Washington, wondering whether a postal rate bill would sneak through > 
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during the last days of the Congress. A big relief when the Senate committee finally 


decided to discontinue hearings 


Best show of the week was put on by a young lettershop fellow from Columbia, 5. C., a 
Nelson McDonald. Wish we had room to print his wonderful staterment. He had the guts 
to face the austere Senators and lay it on the line for the little fellows. He just about 
wrecked all of Summerfield’s arguments. He took the hearing by storm and might 
have been the deciding influence. The Mail Advertising Service Association, of which he 
is a member, should give him a gold medal or something. 


Harry Maginnis of Associated Third Class Maii Users had promised to give us a report 
on the Washington scene for the October Reporter outlining what's ahead for next 
year. Harry just about succeeded in convincing the Senate (not the House) that postal 
rates cannot be fixed fairly until the Post Office is reimbursed for their free or sub- 
sidized services. That is progress. 


ONE POSTAL BILL... 


which seems to have'sneaked through Congress at the last minute was H.R. 9642, although 
we haven't learned whether the Senate okayed version was approved by the House and 

the President. It was the controversial bill to give the Postmaster General power to im- 
pound immediately and mail considered by him as fraudulent or obscene. Opponents of 
this law think it puts too much power in the hands of one man without ‘‘due process."’ 

it's a complicated subject. 


Best analysis we've seen came in an August bulletin from the National Food, Drug & 
Cosmetic assn. of Manufacturers and Distributors, Inc. Written by NFDCA attorney, 

ae Milton A. Bass, 347 Madison Ave., New York 17, N. Y. If any Reporter readers are in- 
terested or worried, perhaps Mr. Bass can supply a copy. We all are agin’ fraud and 

. obscenity . but an overzealous censor could wreck havoc with irresponsible holdups 

of mail. There have been plenty of cases of absurd actions under previous laws. 


WONDER HOW MANY OF YOU MAKE A HABIT... 


of occasionally reading trade magazines which cover a line of business entirely foreign 
to your own. You'd be surprised how easy it is to pick up fresh ideas which can be 
adapted. Most of us are too prone to get ina rut thinking our own business the most 
important thing in the world. If you'll read a ‘‘strange’’ trade paper ... you'll discover 
that other people have brains and problems too. For instance, we were ata fish market 
a while back to pick up a juicy red snapper for dinner. While waiting for it to be dressed 
I leafed through a copy of Fishing Gazette, published by Fishing Gazette Publishing 
Corp., 461 Eighth ave., New York 1, N. Y., for the commercial fishing industry, which 
doesn't affect me a bit. The proprietor saw | was interested and let me take it home. | 
found two hot new ideas which I shot along by airmail to Pete in Garden City, Enjoyed 
reading articles about problems in the industry .. . and especially the reports of last 
convention. 


On the same subject... . our oldtime friend, Walter Voegele, editor of Ahren's Hotel 
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Management, spent an afternoon and evening with us, along with Ed Leach, president of 
the Jack Tar Hotel chain. We got into a long discussion about what makes a good or bad 
trade magazine. What makes some, like Hotel Management or The Reporter, click and 
others just so-so- Maybe you'd like to know of our sober conclusions. To with every 
successful, popular, or effective trade magazine falls into a four-phase pattern . . 
either accidentally or by carefully planned disign. It must reflect a wise balance of four 
editorial objectives: (1) Protect the industry, by fighting against abuses, bad legislation, 
harrnful practices. (2) Get leaders in the field acquainted. Introduce new talent coming 
up, such as Reporter cover stories and case histories. (3) Show how-to-do-it material, 
with a watchful editorial eye on right balance which will educate the newcomers and not 
bore the professionals. (4) Crusade for upgrading, expansion, improvement of tech- 
niques. 


That is the four-phase formula for a successful trade paper .. . according to Voegele 
and Hoke. Of course, each phase has variations and all sorts of slants for ernphasis. 
Hope both of us are sticking to the program as outlined. 


THERE WILL NOT BE... 


any Scuttlebutt Colurnn in the October Reporter . . . because the front porch will be lone- 
some and deserted for a whole month. On September 15th (after a hurried trip to Air 
Cargo convention in New Orleans on the | 3th) Kitty and I will be off to New York on the 
Seaboard. Too much luggage to fly. I'll be at the Appleton, Wisconsin Ad Club on the 
20th and at Chicago Mutual Fund convention on the Zist. Then back to New York to get 
ready for the big doin's at the Statler starting Septernber 30th. 


After the DMAA shindig closes, we'll grind out the usual annual convention report in 
the Garden City office, visit friends and take in a few shows. Back home around October 
15th, with plenty of pep and ideas (we hope) for another year. 


Look forward to seeing many of you in that suite at the Statler. 


Until then, 
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SEN-BAK will cure your most severe direct mail headache 


2, 
we 
visit booth 5 October 1-2-3 ond see 


For better impressions, whatever the job, print on Mead Papers. You have at your dis- 
posal a completely diversified line of papers in colors, weights and finishes for every printed use. Let 
your Mead merchant be your source of supply. He knows that the skills and resources of the entire 
Mead organization are concentrated on the job of making Mead Papers the best value in paper today. 


Mead Papers Help Lithographers Beat Deadlines 
on Long Press Runs 


Uniform quality holds press time to the minimum 


When time is a big consideration, and report, booklet, catalog or brochure, you'll 


when quality in a job is all important, find a paper made by Mead exactly suited 


Quality Offset Papers 
by Mead 


it pays to print on Mead Papers. Youcan to your need. There's Mead Moistrite 


rely on them for top performance and Offset, a paper made especially to give 


results because they are made with your 
needs in mind, Their built-in uniformity 
and quality are your assurance of trouble- 
free handling both on press and off, your 
assurance of deliv ering the kind of job you 
plan, on time and within the budget. 


Whether your next job is an annual 


exceptional brilliance to full-color process 
work. There's Northlite Offset, ideally 
suited for long-run economy and so pop- 
ular for its bulk and opacity. These are 
but two of the diversified line of offset 
papers which are standard Mead prod- 


ucts, Let them work to your profit. 


THE MEAD CORPORATION 


ape rs 


New York Chwago Boston 


Papermakers to America 


Sales Offices: Mead Papers, inc., 118 West First Street, Dayton 2, Ohio 


Philadelphia Atlanta 


e Dilcol Offset Translucent 

e Printflex Offset Enamel 
Printflex Offset Coated Cover 
Richgloss Offset Ename! 
Mead Opaque 
Moistrite Offset 
De & Se Tints 
Northlite Offset 


Ask your paper merchant for samples 
of these papers 


he You can get it all from Mead—Papermakers to Americ 
— a 


Advertisement: 


How Much More Could You Mail 
Results Improved 25% 


By Maxwell Sackheim 


Most Direct Mail results are in the 1‘), to 4°; area—that is, ten to forty orders 


per thousand. 


Under exceptional circumstances the response may be greater, perhaps because 
of a free offer, or inquiry request, or a sensational bargain. 


Obviously this means ninety-six to ninety-nine people out of a hundred do not 
respond to the average mailing. 


To increase results 25°; you need receive from one-half to two more orders per 


hundred mailed. 


If your mailings could be made to produce these additional results how much 
more could you mail? How much would such mailings be worth to you’ 


We think we and several other advertising agencies can produce these increased 
e percentages in many instances. But until now there has been no method of payment 


which would justify these efforts and at the same time be fair to the advertiser. 


Now, we ask, why shouldn't better planning and preparation of mailings be con- 
sidered in the same category as better paper, better printing, the use of color instead 
of black and white, and other elements which are intended to increase results? 


And, we answer, they should. So we propose to plan and prepare mailings (which 
we hope will increase results enough to justify) for $3.00 per thousand, with a minimum 
payment of $300 regardless of how few are mailed. And we reserve the right to select 
propositions which have a potential of at least half a million mailings. 


Maybe we're wrong. Maybe $3.00 per thousand is too much, or too little. But we 
think the principle is correct. 


If this plan appeals to you we will be glad to go over your present mailings and 
tell you whether or not we think we can beat them. If not, or if we think the number 
you can mail is too small even if the mailing is highly successful, we will tell vou so 
frankly. You are under no obligation. 


We think this is the most sensible method of compensating any highly skilled 
organization for Direct Mail work. It places us in the position of having to make good 
to earn satisfactory fees. 


May we hear from you? Mail the coupon with typical samples of your mailings. 


Maxwell Sackheim & Co., 1. 
545 Madison Ave., New York 22, W. Y. 


Enclosed are some of our typical mailings. Without 
obligation on our part we would like to have you go over 
them and advise us of what you think you can do for us 


MAXWELL SACKHEIM & CO., INC. 
545 Madison Ave., New York 22 
Telephone: Plaza 1-3151 


MEMBER: 
American Association of Advertising Agencies 


Direct Mail Advertising Association 
lene 
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whatis a 


BROKER 


Wi. broker that puts 


customer returns before his 
own profit — one that would 
rather lose the order than see a 
client make a wrong list selection. 


Wii. broker who continually 


combs the market for lists 
to fit the client’s products 


and fields of interest 
SA the broker who has had 


experience on “both sides 
of the desk” — and understands 
the list problems an 


and needs of the client. 


The broker that isn’t finished 


once the order is placed — 
but follows through 
until it is delivered. 


Wine broker who knows-by-doing 
testing, production, and 


mailing operations — and 
freely passes on this 


knowledge when requested. 


Arne broker whose client is 
always King — whether he is 
list buyer or list owner. 


Wire broker who gives the buyer 


of small lists the same service 
he does the buyer of millions. 


planned circulation 
19 west 44 street 
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INTRODUCTION TO A 
“BRAINSTORMING SESSION” 


by Henry Hoke, Sr. 


HIS IS THE NINETEENTH annual 

pre-convention feature issue of 

The Reporter. For a number of 
years past, we have devoted this larg 
est issue of the year (when there was 
plenty of room to spread) to a long 
study or survey on one phase of di 
rect mail, such as Industrial Direct 
Mail, or Showmanship, or Production 
and Mailing, or as last year, “The 
History of Direct Mail” 

This year, the DMAA selected for 
its convention theme or slogan, “Vote 
for Direct Mail”. As a result of talk 
ing to many visitors and watching the 
news. . we dec ided to use the pre- 
rogative of all voters for a write-in 
choice. We want to amend the DMAA 


slogan by writing in 


yPGRAdDING 
| VOTE FOR,DIRECT MAIL 


SEPTEMBER, 1956 


That write-in makes a big differ 
ence. Nearly everyone in’ business 
would vote for direct mail. But what 
kind of direct mail? The bad as well 
as the good? 

Our June and July articles on the 
need for upgrading brought many 
complimentary reactions . . . and 
gave us the clue for this September 
feature. The popularity of “brain 
storming” sessions at recent conven 
tions also gave us the clue for hand 
ling the subject. 

So we wrote or talked to about 
twenty-five people in the direct mail 
field . . asked them to let down 
their hair and give us their opinions 
on any phase of the one subject 
The need for upgrading 
about the 
medium . . lo counteract negative 


upgrading 
our collective thinking 


reactions and increased competition 


the need for upgrading planning: up 


grading selection of lists; upgrading 
copy; upgrading the physical pack- 
age or individual piece. We warned 
everyone that we didn't want to be 
accused of recommending extrava- 
cance... going hog-wild over over- 
elaborate pieces or too expensive 
production, 

This reporter intended at first to 
write a fairly long introduction, out- 
lining or summarizing the need for 
upgrading and the steps necessary to 
obtain this much needed element. But 
after reading all the reactions, a long 
introduction is not necessary. The 
brainstormers have told the whole 
story. There is a gold mine of help 
ful information in the collective opin 
ions helpful to everyone who 
uses, creates or produces direct mail 

no matter what kind of business 
you are in or how large or emall you 


are in termes of yearly volume 
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So | ask all readers of The Re. 
porter to art at the beginning of 
this brainstorming session and wade 
straight through to the very end. 


First, you'll have the opinions 
(and invitation) of DMAA president 
Joseph MeGee (page 22). Then (fol 
lowing the convention program) we 
give you four of the five recipients 
of the annual Miles Kimball Award 
(highest honor in direct mail field) 
: leading off with DMAA first 
president, Homer Buckley, followed 


1953 
Edward N. Mayer, Jr. 


James Gray, Ine 
New York City 


1953 
Henry Hoke, Sr. 


Reporter Of Direct Mail Adi 
Garden City, N.Y 


The Miles Kimball 


Advertising Service Assn. as a 


president, Miles Kimball, whose untimely death left 
It is awarded annually by 


the whole industry bereaved 


Award was established in 1953 by 
Jack Kane of New York and other leaders of the Mail 


memorial to former 


by Leonard Raymond, Edward May- 
er, Jr. and the 1956 recipient, Charlie 
Downs (who didn’t know when asked 
for an opinion that he had been 
selec ted - 


We cannot pick any of the opinions 
which follow as being better or best 

. but we think Andy Andrews has 
given the DMAA a ten-year program 
which would keep things humming 
for ages. John Yeck gives you an 
outline for upgrading which won't 


THE MILES KIMBALL 
AWARD 


1956 
Charles $. Downs 


4hbott Laboratories 
Chicago, Ul 


RECIPIENTS 


FROM 1953 TO 1956 


cost you a cent. Even the regular 
columnists, Bus Reed, Jared Abbeon, 
Paul Bringe and Pete Shugart have 
gotten into the spirit of the feature 
subject by emphasizing upgrading. 
We hope this brainstorming feat- 
ure will set a new milestone in direct 
mail thinking. It deserves your seri- 


ous study as you 


UPGRADING 
VOTE FOR,DIRECT MAIL 


1954 
Leonard J. Raymond 


Div hk if Ray mond 
Boston Wass 


1955 
Homer J. Buckley 


Robertson, Buckley & Gotsch, Inc. 
Chicago, Ill 


an impartial board of judges to individuals who have 


contributed notably to the advancement of direct mail. 


The five recipients so far are shown above Many others, 


equally deserving, will follow in the years ahead. 
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Sirst choice 
for 


annual reports... 


HAMILTON 


PAPERS 


plan the design with the paper in mind 


There is a marked trend toward the use of Hamilton Text & Cover 
Papers for annual reports. Virtually every business regards its 
report as a showpiece—and these papers have the feeling of im- 
portance and quality most people want 

The distinctive finishes of Hamilton Text & Cover Papers 
actually blend with line cuts or halftones, in black and white or 
color. The result is greater depth and realism. The surface of a 
machine, the texture of a product, the character in a face stand 
out sharp and clear 

Good typography becomes even better on these papers, Their 
opacity and exceptional ink receptivity give type a look of beauty. 

Hamilton Text & Cover Papers are easy to print, and you can 
count on exceptional results. Choose from felt, laid and vellum 
finishes ... many different whites and a huge array of colors... 
dozens of sizes and weights. Ask your distributor for swatchbooks, 


or write direct 


HAMILTON PAPERS WwW. C. Hamilton & Sons, Miquon, Pa. « Offices in New York, Chicago, Los Angeles 


HAMILTON TEXT & COVER PAPERS include Starwhite « Carousel « Andorra « Victorian 
Louvain « Gainsborough « Weycroft « Kilmory « Hamilton Vellum 
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OU ARE CORDIALLY INVITED to 
\ attend and participate in the 
Direct Mail Advertising Association's 
3%h Annual Convention. Everyone 
in direct mail producers, 
users, should 


creators, 
beginners, old-timers 
make this meeting a must. 

Whether you're a member of 
DMAA of not, makes no difference. 
The important thing is that you 
come. Let me tell you why: 

Sure, there will be lots to see and 
do; fun galore for you and your 
better half—but that’s secondary. 
The important thing is this: You'll 
ge home with a fenenu ed enthusiasm 
Jor improving direct mail. And that, 
my friend, will mean dollars in the 
bank for you, 

When Henry Hoke began his con 
tinuing series, “How to Make Direct 
Mail Better,” in the June, 1956, ix 
sue of the Reporter, he ope ned by 
saying 


“There are two major quirks in human 
nature which act as obstacles to the ou 

cow of any solicitation by mail (a 
Human inertia and (b) Mental beluddle 
ment caused by the tremendou 5, con 


stant competition for the recipient's time 


attention and/or money.” 


Not only does inertia and befud 
dlement stand in the way of direct 
mail suceess itself, but these very 
same things are also major obstacles 
to the 


It's easy to hide behind the excuse 


improvement of direct mail 


that we're too busy. Too busy to 
execute the changes 
direct’ mail 


consider and 
that would make our 
more eflective. 

During the past year, as president 
of the DMAA, | have had the pleas 
ure of speaking before many direct 
mail audiences. In each instance | 
had only one major point to make. 


Mail 


An Invitation To Attend 


DMAA'S 39th Annual 


UPGRA DING Convention ...and A 


Reason Why You Should 


In a nutshell . it was this: Let's 
all work at improving the quality of 
direct mail. 

Why all this uproar about upgrad- 
ing direct mail? Here's three good 
reasons. 

(1) Case history after case history proves 
that the better the direct mail, the better 
the results. For instance, here at Old 
American Ineurance Company we have 
built a vast nationwide business by direct 
mail... and our experience in the up 
grading of our direct mail quality only 
adds to the volumes of evidence for bet 
ter direct mail. This reason alone should 
be sufficient for any businessman —big or 
small 

(2) If each of us goes about our own 
program . the idea 
of improving direct mail will spread far 
enough and fast enough that soon every 
one in the industry will be talking, and 
living, better direct mail, The natural by 
product of such an industry effort will 
mean for direct mail: greater prestige, 
greater acceptance, greater understanding 
As the up 


(3) The long 


grading of direct mail builds better and 


range reason 


by Joseph J. McGee, Jr., 


Old American Insurance, 


President 


Kansas City, Mo 


better public acceptance of direct mail 
the results from direct mail adver- 
tising will continue to increase year after 


year in a never ending upward spiral. 


Just talking about better direct 
mail of course is not enough. Doing 
something about it is what counts. 
But knowing what to do and how to 
do it doesn't always come easy. 


That's why the DMAA has conven- 
tions. That's why you should make it 
a must to be there. For three fact- 
filled days you'll be busy attending 
the well planned sessions of the con- 
vention: exchanging ideas with folks 
who have problems similar to yours; 
making new acquaintances; picking 
up a thought here, a thought there 

. that when adapted to your busi- 
better results for 

ways to upgrade 


ness, will mean 
you; learning new 


your direct mail. 


Your time and money will be well 
Your attendance will help 
this crusade for better di- 
rect mail. Do plan on coming. We 
will all be glad to see you. @ 


spent. 
stimulate 


Reporter's Note: Leading of this brain- 
storming session is Joseph J 
president of the Direct Mail Advertising Assn 
and who (in his spore time) is president of 
1 W. 9th Se, 


McGee, 


Old American insurance Co., 
Kansas City 6, Mo. Joe is coming to the 
end of a successful and conscientious od- 
ministration which will be climoxed by the 
39th A | Co to 


hope many of you will accept his invitetion 


in New York. We 


to be present. This reporter looks forward 
to seeing you there. 
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BOOTH #46. 
DMAA 1956 Conventio 
Hotel Statler, | 
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... you're looking for may be in the reply-o idea exchange under: 


PUBLISHING 
INDUSTRIALS (‘0 support salesmen) 
INDUSTRIALS support distributors) 
FINANCIAL SERVICES 
RETAILING 
FUND RAISING 
OFFICE EQUIPMENT 
SERVICES 
PHARMACEUTICALS 
LIFE INSURANCE 


Leads or sales—whatever you need, you'll find this year’s 
Reply-O-Letter Convention Display a treasury of tested ideas. 
j Some come from customers, some from 
i Reply-O's creative staff. 


All represent the best of 23 years of service to a wide range 
of organizations in the ten classifications listed above. 
All are successful. 


Each proves there's no combination quite like a good idea 
| > = 5 and Reply-O-Letter, the letter with the Built-In 
- \ reply card or envelope. 
‘ t Be sure to look in at Booths 45 and 46. If you can’t get to the 
( ‘ Convention, we'll do our level best to bring our part of the 


show to you. Drop us a line outlining your needs, and you'll 
receive representative samples, suggestions and prices promptly. 


the 


n, Oct. 1, 2 and 3 
hk 7 CENTRAL PARK WEGT NEW YORK 23.N. Y. 
ew ror CIRCLE 


SALES OFFICES 
BOSTON © CHICAGO DETROIT TORONTO 
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DIRECT MAIL” 


CONVENTION EXHIBITORS 


Addressograph-Multigraph Corporation 
Booths 9, 12, 31-34 


Booths 53, 44, 55 
Booth 1 
Booth 69 
Booth 29 
Booth 66 


Russell E. Baum, Inc 
Berlin & Jones, Inc 
Bourges Color Corporation 
Brewer-Cantelmo 


B. H. Bunn Company 


Booth 65 
Booth 


Cabot's Promotional Aids, Inc. 
Carew-Meehan 
Champion Paper & 


Fibre Company Booths 7, 8 


Booth 83 
Booth 77 
Booth 6 
Booth 75 


Collamatic 

Colourpicture Publishers, Inc. 
Connelly Organization 

Curtis 1000 


Beoths 27, 28 
Booth 44 
Booths 16, 17 


Davidson Corporation 
Dennison Manufacturing Company 
A. B. Dick Company 


Addressing Machine Company 
Booths 70, 71 


Envelope Manufacturers Association 
Eurek Specialty Printing Company 


Elliott 


Booth 38 
Booths 20, 21 


Booth 42 
Booth 37 
Booth 
Booth 35 


Felins Tying Machine Company 
Filmotype Corporation 
Fisher-Stevens, Inc 


Fragrance Process Company 


Garden City Envelope Company 
Booths 22, 23 


General Office Service 
Gestetner Duplicator Corporation 


Booth 30 
Booth 63 


Allen Hollander Company 
W. C. Hamilton & Sons 


Idea Art Booth 43 


Inserting & Mailing Machine Company 
Booths 24, 25 
Booth 2 


International Autopen Company 


Business Machines, Inc. 


Booths 40, 41 
Booths 67, 68 


International 


International Paper Company 


Booth 15 


Letters From Paris 


Mark Specialty Company Booth 
Mead Papers, Inc. Booths 60, 
Mohawk Paper Mills Booth 
Monogram Art Studio, Inc Booth 
National Bundle Tyer Company Booth 

Booth 
Booths 49, 
Booths 45, 


Rex Rotary Distributing Corporation 


Presto Process Company 
Remington Rand, Inc 
Reply-O Products Company 


Booth 
Royal Typewriter Company Booth 
Booth 
Booth 
Booth 
Booth 
Booth 
Booth 


Sales Letters, Inc 

Schlosser Paper Company 

Sickles Photo Reporting Service 
Scriptomatic, Inc 

Sloves Mechanical Binding Company 


Sorg Paper Company 


Booths 13, 
Booths 51. 


Tension Envelope Corporation 


Thomas Collators, Inc 


Harry Volk Jr. Art Studio Booths 3, 4 


Whiteford Paper Company, Inc Booth 78 
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SEPTEMBER 30 


12:00 Noon: REGISTRATION DESK 
OPENS (Rotunda - Ballroom). Will remain 
open all day until 8:00 PM. 


8:00 P.M.; 
ELECTION EVE PARTY( Keystone Room 
— Ballroom). 


OCTOBER 1 
8:00 A.M.; REGISTRATION 


DESK 
OPENS ( Rotunda— Ballroom). Will remain 
open all day until 7.30 P.M. 


6:30 A.M.; “DIRECT MAIL LEAD 
ERS” CONTEST WINNERS BREAK 
FAST (Keystone Room—Ballroom). Con 
test winners will receive award placques 
Gold Mail Box and Henry Hoke Award 
will also be presented. Parsioine: William 
Claweon (Harris-Seybold Co.), chairman 
of Contest Judging Committee. Award 
winners are honored guests. Other dele- 


CLAWSON 


gates invited tickets available at 
special desk at entrance of Keystone Room 
($4.00 each). 

10:00 A.M.; OPENING OF EXHIBITS 
(Georgian Room, ley Suite, East & West 
Rooms). See list of exhibitors on opposite 
page. 

10:00 A.M.; OPENING MEETING OF 
CONVENTION (Ballroom). Presminc: 
T.V. Bibler (Journal of Commerce), chair- 
man, Convention Steering Committee. 


@ & Different Ways 
To Get More Direct Mail Ideas.” Presid 
ing: Willard A. Pleuthner (BBD&O). 
Brainstorming Panelists: Francis Andrews 
(American Mail Advertising), Edward A. 
Antonioli (NBC), Paul J. Bringe (Mil- 
waukee Dustless Brush Co.), Glory Palm 
Carlberg (Zellerbach Paper Co.), William 
Coneys (Berlin & Jones), Henry Cowen 


PLEUTHNER 


(Cowles Magazines, Inc.), Vernon Fisher 
(Time, Ine.), Bernard Fixler (Creative 
Mailing Service), Ruth Gardner ( Adver- 
tising Federation of America), Don Jones 
(Maclean-Hunter Publishing Co.), Victor 
Lomax (George R. Bryant Co.), Douglas 
B. Mahoney (Frank W. Horner Ltd.) 
Orville E. Reed (freelance copywriter), 
Whitt N. Sehultz (Illinois Bell Telephone 
Co.) and Arthur W. Theiss (Patroit Life 
Insurance Co.). 


12:45 P.M.: OPENING LUNCHEON 
(Ballroom). Hononany Genenat Cuam- 
MAN: Henry Hoke, Sr. (Reporter of Direct 
Mail Advertising). 


@ Wecome & Marion 


Harper, Jr. (MeCann-Erickson, Inc.) , con- 
vention general chairman. 

@ Presiwine: Joseph J. MeGee, Jr. (Old 
American Insurance Co.), DMAA pres-. 
ident. 

@ Fearene Aponess: Paul C. Smith 


(Crowell-Collier Publishing Co.) 


TO WRITE 
(Skytop Room 
Charles V. Morris 


2:30 P.M.: “HOW 
MODERN LETTERS” 
18th Floor). Presimne 
(Reinhold Could). 


4:00 P.M.: ANNUAL DMAA BUSINESS 


MEETING (Skytop Room—-1l8th Floor) 
Joseph J. MeGee, Jr. (Old 
American Insurance Co.)}, DMAA pres 


ident. Meeting includes report of Nominat 
ing Committee and election of Board of 
Governors. 


7:00 P.M.: GRASS ROOTS WELCOME 
PARTY (Ballroom). 


OCTOBER 2 


9:30 A.M.: “WHAT'S NEW & AHEAD 
IN DIRECT MAIL”? (Ballroom) 
inc: Frank Vos (Kleppner Co.). 


Presio 


@ Panetists: Mail Order: Maxwell Sack 


heim (Maxwell Sackheim Co.), Research 
Lloyd F. Wood ‘Lloyd F. Wood As 
sociates), Retail: James Rotto (Lester 
Harrison, Inc.), Lists: Jack Cole (Mail 
Advertising Corp. of America), Postcards 
and Other Novelties: Dick Tirk (Reply-O 
Products). 


2:30 FOUR CONCURRENT 


SPECIALIZED CLINICS: 


1, Man. (Ballroom). Presid 
ing: Arthur Martin Karl (Names Unlimit 
ed), Bernard Auer (Time. Inc.), George 


J. Cullinan (Harry Schneiderman, Inc.), 


F. N. Merriam (MeCall Corp.). 


2. Ratsine (Keystone 
Room — Ballroom). Presiding 
William M. Proft (William M. 
Proft Associates). Emily Klink- 


ONVENTION 


hart 
Blind), 

America 
tion Fat 
(Salvatio 
(Nationa 
W. Yad 


vices, In 


3. Ino 
South—1 
Henderse 
@ How | 
To Suprc 
(United 

Dan H. 

Co.), Ow 
Pope (R 


4. Apver 

18th F 
Jr. (Eli 
Vembers 
Ewald), 
son), Fe 
and Ma 
Reimers, 


7:00 P. 
TERTAL 
ment wil 
the Latin 


9:00 A 
SIONS: 


1. 
Floo 
(McGraw 
informal 

many pha 
to circula 
table tha 


@ Si nie 
in the Ac 


- 
4 

¥ 

j 

= 
KARL PROFT 
SMITH MORRIS 
oy as. FOR DAILY NEWS & VIEWS OF THE DMAA CONVENTION 1h 


TIME TABLE 


sud 
nit 
rer 


hart ({Ameritan Foundation for the 
Blind), A. Boyd Hinds (‘Boys Club of 
America), Rev. Alfred Schmidt (Salva 
tion Fathers), Lt. Col. G. Blair Abrams 
‘Salvation Army), J. A. Brownridge 
‘National Wildlife Federation) and Allott 
W. Yadon (National Fund-Raising Ser 
vices, Inc.) 


3. Dinect Mau (Pennto; 
South—l8th Floor). Presiding: WH. C. 
Henderson (McGraw Hill Publishing Co.) 
@ How Manvuractrurers Use Dinect Mau. 
To Surroat ... Dealers: Joseph Schachter 
(United States Rubber Co.), Distributors 
Dan H. Mead (Revere Copper & Brass 
Co.), Own Sales Organization: Charles R. 
Pope (Remington-Rand, Inc.) 


4, Apvertisinc Acencies (Penntop, North 

18th Floor). Presiding: Ernest Byfield, 
Jr. (Ellington & Co., Inc.). Other Cliniv 
Members: Colin Campbell (Campbell 
Ewald), Harry Deines (J. Walter Thomp 
son), Ferd Ziegler (McCann-Erickson), 
and Maurice W. Nichols (Roberts & 


Reimers, Inc.). 


7:00 P.M.: VICTORY PARFY & EN 
TERTAINMENT (Ballroom). Entertain 
ment will be the current production from 
the Latin Quarter night club. 


OCTOBER 3 


9:00 A.M. TWO CONCURRENT SES 
SIONS: 


1. Cmeres Or Inronmation (Penntop 
18th Floor) Presiding: Herbert W. Buhrow 
(McGraw-Hill Book Co.). Session includes 
informal tables manned by experts in 
many phases of direct mail. An opportunity 
to circulate around room and stop at any 
table that interests you. 


@ Sussect Tastes Direct Mail 
in the Advertising Program, Using Art & 


Design Effectively, Catalog Selling, Making 
the Most of Color, Creating Copy that 
Clicks, How Envelope Can Sell, Getting 
the Most Out of Financial Reports, De- 
veloping the Right Mailing Format, Stream 
lining Correspondence for Inquiry Handl 
ing, What Makes Letters Effective, Getting 
the Most Out of Lists, Mail Order Selling, 


WIVES 
ENTERTAINMENT 
PROGRAM 


Chairman Marian Armstrong 
(Time, Inc.) SUNDAY, SEP 
TEMBER 30th: 8:00 Elec 


tion Eve Party with convention 


delegates. 


MONDAY, OCTOBER Ist: 9:00 
4.M.: Get Acquainted Breakfast 
10:00 AM tees Hotel via bus 
to United Nations. @ 10:30 AM 

Lnited Nations Session. @ 
4.M.: Luncheon in United Nations 
Dining Room @ /:30 P.M.: United 
Nation Guided Tour @ 3.00 P.M 

United Nations Shops. @ 4:00 
Leave United Nations via bus to 
hotel. @ 7:00 P.M.: Grass Roots 
Party with convention delegates. 


TUESDAY, OCTOBER 2nd: 9:30 
4M Leave hotel via bus for 
Downtown tour. @ /2:30 PM 
Luncheon at Tavern-On-The-Green, 
Central Park. @ 2:30 PM At 
tend television program. @ 4:00 
PM.: Leave T.V. Studio via bus 
to hotel o 7:30 P vv Victory 
Dinner & Entertainment with con 
vention delegates. 


WEDNESDAY, OCTOBER 3rd 
9:00 AM.: Breakfast at Altman's 
& Fashion Show. @ /2:/5 PM 

Closing Luncheon with convention 
delegates. 


Developing New Mail Markets, Manage- 
ment of the Direct Mail Operation, Mer 
chandising & Sampling by Mail, Launch 
ing New Products & Services by Mail, 
Determining Offers & Prices, Influencing 


The Purchase with Paper, Getting the 


HOTEL STATLER 


Most Out of Parcel Post, Making Per- 
sonalizing Pay, Postal Regulations & In 


novations, Controlling Production Costs, 


Public Relations in Direct Mail, Reader- 
ship in Direct Mail Record Systems for 
Better Management, Showmanship in Di- 
rect Mail, Direct Mail Sales Strategy 
and How & What Tests Tell. 


rw 


HENDERSON BABSON 


2. Tue Manxer Piace (Skytop Room 
18th =Floor). Presiding Robert Dale 
(Creative Mailing Service). Session in- 
cludes informal tables, each representing 
a business or industry. An opportunity to 
meet new people in your own business, 
exchange ideas and information. 


@ Sussect Tastes Inciuve: Advertising 
Promotion, Business Paper & Magazine 
Circulation, Business Services, Consulting 
Services & Agencies, Farm Magazines, 
Financial & Investment Services, Mail 
Order Foodstuffs, Fund Raising, General 
Magazine Circulation, Insurance Sales & 
Leads by Mail, Mail Order Catalog Houses, 
Mail Order Merchandise, Manufacturers 
Selling to Dealers and Wholesalers, Manu- 
facturers Selling through Inquiries and 
Salesmen, Membership Organizations, Di- 
rect Mail Merchandise Clubs, Office Equip- 
ment & Supplies, Pharmaceuticals, Pub 
lishers Book Sales, Seeds and Nurseries, 
Schools and Colleges, Suppliers and 
Producers, Transportation and Reports, 


12:15 CLOSING LUNCHEON 
(Ballroom). Presiding: Joseph J. McGee 
(Old American Insurance Co.), DMAA 


president. 
@ Inraopuction: Retiring DMAA officers 


and Board of Governors. 
@ Inrnopuction: New DMAA officers and 


Board of Governors. 
@ Featune Avoness: Paul Babson (United 


Business Services). 
@ Finace: “Come To Washington, D. C.” 


. DMAA Convention, September 12, 
13, 14. 
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IS MULTIPLYING EVIDENCE 
in my daily morning mail that 
altogether too much direct mail does 
not measure up to a creditable rating. 

Among the outstanding offenders 
is none other than publications, 
particularly the business and trade 
press in their circulation and adver- 
tising space promotions, Other con- 
spicuous and horrible examples are 
among paper manufacturers, en- 
velope folks, engravers and radio 
and TV stations. 

In reality, they are not employing 
direct mail advertising—they are 
just “cireularizing” on a hit or miss 


Why A Crusade 


Is Needed 


by Homer J. Buckley, Robertson, 
Buckley & Gotsch, Inc., Chicago 


basis. All of which emphasizes to me 
the necessity for inaugurating a 
erusade to upgrade the character 
and quality of direct mail advertis- 
ing. It is time to sound a warning 
of the danger against the abuse and 
misuse of direct mail and to talk 
pretty plainly about why we have so 
much of the wrong kind. 


The wrong kind is slapped together 
in artist's dummy form, with beauty 
of design and catch phrases. There 
is an utter disregard as to the classi- 
fication of the lists to be used in 
order to make the approval of the 
mailing piece on a common deno- 
minator basis with the recipient's 
situation. 


The mass appeal in direct mail 
copy is the lazy man’s way and more 
often the inexperienced practitioner's 
method of conducting a direct mail 
campaign. 

Such carelessness is going on to a 
surprising extent in today’s direct 
mail. It is not alone confined to small 


concerns, but is found among ex- 
perienced agency men and advertis- 
ing managers who should know 
better, but who are prone to treat 
direct mail as only an incidental part 
of their advertising program. 


I have known advertising men who 
were writing 
mass newspaper or magazine copy 
but who were miserable failures in 


positive geniuses in 


writing a series of sales letters or 
direct mail printed pieces. 


They are successful when thev 
write to a crowd audience, but fail 
when they are required to write to 
one person in his office or in his easy 
chair at home, with all the technique 
of sincere personal writing—which 
is one of the fundamentals of direct 


mail advertising. 


In other words, direct mail adver- 
tising today calls for a high order of 
application, an understanding of 
elementary fundamentals and _ practi- 
cal operation in mastering essential 
details, if waste is to be eliminated. @ 


“The whole structure of direct mail requires that the men who 


function in its preparation and planning should join the cru- 


sade for upgrading the character and quality of the medium 


. +. for greater public acceptance and confidence” 


Homer J. Buckley 
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Reporter's Note: Homer J. Buckley, the first 
ell and tenth president of the Direct Mall Ad- 
vertising Asen., should really be the Honor- 
“> ary Chairman of this brainstorming session. 
He hes been crusading for upgrading ever 
a all since he founded DMAA in 1917. Homer is 
sill active in the agency of Robertson, Buck- 
ley & Gotech, inc, 108 N. State St., Chicage 2, 
4 1. He received the Miles Kimboll Awerd in 
1955 for outstanding contributions 
ney the betterment of direct mail. 
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Cut costs 90% 
with the Macey 


Gathers more than 3,000 sets an hour 
—S times faster than by hand! 


* Fully automatic. 

Suction feed gives posi- 

tive control of every sheet. 

* Available in 4,8, 12 and 16 

stations. Depending on model, takes 
sheets from 2 by 5 inches up to 12 by 

17 inches in size and from onion skin to 
eighth-inch board in thickness. Optional 
extras include Stacker and Stapler, 


The Macey Collator does a boring, tedious — for manufacturers, retailers, insurance com- 


job efficiently and cheaply. Users report sav- 
ings as much as 90‘: of payroll costs formerly 
spent on hand collating. The Macey saves 
wasteful diversion of high priced office per- 
sonnel from their regular jobs; avoids over- 
time, and the expense of a standby crew for 
assembling; gets all important printed mate- 
rial distributed earlier. 

The Collator is used to assemble bulletins, 
instruction sheets, office forms, price lists, 
stock records, catalogs, operating and sales 
dealer aids, publicity releases, 
photographs, 


manuals, 
book signatures, 
samples, plans, plastic sheets, photostats, etc. 

It performs the widest variety of services 


mailings, 


panies, universities and schools, printers, 
government agencies and the Armed Forces 
... for personnel, inventory, accounting, 
sales, service, advertising and research de- 
partments. And the savings it makes in time 
and overtime are major savings. 


Your nearest PB office will make a quick 
survey of your collating requirements, 
without obligation. If you need a Macey 
Collator, your savings will soon pay for 

it. Phone or write for complete 
information including free 
illustrated booklet and 

case studies. 


Pitney-Bowes, 5702 Crosby Stamford, Conn. 


= Sold and Serviced by 


Pitney-Bowes 


Send free illustrated booklet and case studies 


Name 


Firm 


Address 


Offices in 94 cities in the U.S. and Canada... 


service available from 289 points, coast to coast 
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Reporter's Note: Leonard Reymond is, os 


leng « crusader for better direct mail. 
t d wes president of the Direct Mail 
Advertising Assn. in 1934-1935 when the 
evocation was embarked in the surveys 
and researches which resulted in formulas 
ond classifications which ore commonplace 
tedey. Leonard received the Miles Kimboll 
Award in 1954. His intelligent letter hits ot 
the weakest spot in any attempt te upgrade 
direct mail, We hope the professors whe 
teach advertising courses will pay close at- 
tention to this phase of the problem. 


| eAK Henny: I'm glad you asked 

me to say a few words about 
upgrading direct mail . . . a subject 
for which I've been carrying the 
torch for upwards of thirty-five 
years. 

Not that direct mail is the only 
branch of advertising that needs an 
uplift. Certainly the others do, too. 
But ours is such a personal medium, 
that the mediocre and the downright 
poor stuff seems to stand out. Inef.- 
fectual space ads on the other hand, 
not being addressed to us individual. 
ly, are easier to ignore and forget. 

Also, | wonder if those of us who 
are so close to direct mail, aren't 
sometimes overly-sensitive and self. 
conscious about the horrible speci- 
mens. Seeing so many examples of 
all kinds—-including the poor— 
aren't we inclined to forget how 
much is really good? 

Matter of fact, 1 firmly believe that 
some of the most brilliantly imagina- 
tive as well as effective advertising 
being done today is in the direct 
mail field. It gets attention, it gets 
readership, and it gets results. About 
the only thing it doesn't get is wide- 
spread acclaim—the kind ef ae- 
claim you can get by taking a color 
page in Life, let's say, showing a 
tattooed man with eyepatch, talking 
to a shaggy dog in the desert. 


The Big Need For 
Creative Talent 


by Leonard J. Raymond, President, 


But I'm wandering .. . and you're 
probably wondering when I'm going 
to put on the pitch for better produc- 
tion quality, and launch into a dis- 
cussion of mailing lists. Well, I'm 
going to fool you, Henry. Because 
I'm not going to talk about such 
things at all. Instead, in connection 
with upgrading direct mail, I'm go- 
ing to talk just about people. Speci- 
fically, the people who create direct 
mail. And not just the brass, either. 
I mean the writing fellers and gals 
who bat the stuff out... the good 
stuff, that is—day after day and year 
after year. May their wellsprings of 
inspiration never run dry, and may 
their tribe increase. Which brings 
me finally to the subject of the ser- 
mon. 


Where do you get people like that? 


You think I'm going to tell? Serious- 
ly, though, it isn’t easy. Some of the 
agency people have developed pirat- 
ing to a fine art. But who can we 
pirate from? You've got to start by 
looking for a natural-born writer. 


Dickie-Raymond, Inc., 


Boston 


And if he has a highly developed 
visual imagination, so much the 
better. 

So-called Idea men or sloganeers 
aren't necessarily naturals for direct 
mail. Too often they lose interest 
after coming up with a gimmick, 
and fail to carry the whole thing 
through. They have their place, but 
they're apt to run dry quickly. And 
ours for the most part is a wordy 
medium. Besides, if you need slogans 
or a Big Idea, the really talented 
writer usually can come through any- 
way. 


Many an agency copy man, in spite 
of a good record on important na- 
tional accounts, finds it difficult to 
make the switch to direct mail 
(though the reverse is seldom true). 
He's not quite at home in a 3-D 
medium .. . has difficulty in organiz- 
ing his thinking beyond the confines 
of a single printed page. Besides, un- 
less he’s from an agency that has 
taken direct mail more seriously than 
most, his own standards of what con- 
stitutes good direct mail may need 


mail to life.*” 


“Formulas can take you part of the way . . . but the 
human element plays the biggest part in determining 
the character of direct mail. It takes a guy or gal 
with real creative skill and imagination to bring direct 


oe 
* 
he 
a 
everyone knows, president of Dickie-Ray- 
by mond, 470 Atlantic Ave. Boston 10, Mass. 
& 
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produce ant) effects 


with REGULAR inks...at LOW COST...on 


Currency Cover 


CASEIN OATED 


GOLD COATED | 
SILVER COATED sides 


If you're looking for a rich, metallic coated, quality- 
impression stock to produce unusual effects at low cost for 
your catalog, brochure, binder, annual report, menu, 
etc., — you'll find it in Currency Cover. 
For here is a gold-coated or silver-coated sheet on which 
you can lay regular inks* without difficulty by letterpress, 
*Proxylin inks offset, or silk screen. White ink takes beautifully, 
not required. halftones are sharp, and folding is perfect. 


It is a “natural” for doing the unusual, and the 
economy you will find to your liking. 


rey: 3 we ve Yours 
on reque. 


DE STREET, APPLETON, 


ANIA 
; 
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considerable uplifting. Still, there's 
direct mail talent aplenty in the 
agency field. And you may be able 
to lure away the genius you need. 
Admittedly, though, you may first 
have to convince him that the satis- 
faction involved in seeing his copy 
bring direct, traceable results, can 
equal that of seeing his words ap- 
pear as a page in the Post. 


To keep on upgrading direct mail, 
perhaps we should do more active 
recruiting in the colleges—and at the 
same time try to do something about 
getting more colleges to offer courses 
in direct advertising. Or at least, to 
give more emphasis to it in general 
advertising courses . . . assuming of 
course that competent instructors 
could be found. And we always can 
ask the professors of advertising 
and of creative writing courses—to 
send talented students our way. 

What characteristics, besides writ- 
ing ability, should a creative person 
have to make the grade in direct 
mail? The same, probably, that you'd 
expect to find in any good copywriter 
... bounce, enthusiasm, a good sense 
of humor .. . natural curiosity about 
people and places and things... a 
wide range of interests. He should 
be well-read without appearing 
pedantic . and have the kind of 
imagination that sees the relationship 
between things. And—this is especial- 
ly important unless he's going to 
work on sales letters alone—he 
should be able to come up with 
dramatic yet practical illustrative 
ideas to match his headlines and 
copy. 

If he’s somewhat of a screwball 
that may be an asset. And if at first 
his copy sounds over-exuberant 
don't worry. In fact, you may be 
lucky. Because it’s easy enough to 
tone down copy that seems too dazzl- 
ing . but difficult to shine up a 
dull piece of prose. 

Do | hear a voice in the back of 
the room saying that’s quite a large 
order that such paragons are 
hard to find? Of course they are— 
they always have been. And they're 
especially hard to find today. So you 
just have to keep on trying. 

Run classified ads? Of course. But 
work on them a littl. “Good opp. 
for copywriter to work on bkits., 
fides. and sls. Ittrs.” won't do it. Put 
personality into your “copywriter 
wanted” ads, with plenty of good 
hard-sell on what you have to offer. 
You may be pleasantly surprised at 
how many qualified applicants will 
come fluttering to the flame. 


find 


dia- 


Sometimes, too, you'll 
monds in the most unlikely places. 


What about that nice-looking kid 
fresh out of college, who wants to 
talk to you about “getting into adver- 
tising”—just when you're putting on 
your hat to go out to lunch? Better 
put off your lunch until later. Or 
what about that basement-store ad 
man, fed up with writing “tremend- 
ous value” and “super-special” five 
days a week, who knows that given 
half a chance he’s capable of some- 
thing better? 

If you're not sure he’s the right 
man, give him some trial assignmenis 
..» preferably problems out of your 
past experience unless you make 
some arrangement to pay. (After all, 
you don’t want to be accused of 
getting copy for free.) And consider 
seriously the benefits of psychological 
aptitude tests—unless you're sure you 
can sereen out the hard-to-handle 
.. « or the guy who happens to be 
talented at tippling, too. 

Difficult . expensive . . . time- 
taking? Sure. But we're talking about 
upgrading the creative quality of 
direct mail... remember? And until 
IBM or Rem Rand comes up with a 
copywriting machine, professional di- 
rect mail will continue to be created 
by talented people. 

When you find the man you want, 
hang on to him. Because you've got 
a valuable piece of property. Pay 
him a salary that at least is in line 
with what the advertising agencies 
in your area are paying—for similar 
ability and experience. Give him an 
ofhce of his own—and show him by 
good example what's expected of him. 
Not the tired, cliché-ridden, listless 
stuff that characterizes direct mail 
that needs upgrading. Stuff like “In 
Baseball It's Control (illustration of 
pitcher)” “In Frammis Bros. 
Switches Control Counts Too. (Il- 
lustration of switch) Not just pop- 
ups and pennies stuck to letters and 
plastic gadgets and speedball per- 
sonalization. (And don't get me 
wrong—there’s a place for these 
things in direct mail, too.) But the 
point is, the really creative direct 
mail man will know instinctively 
when corn shouldn't be sold short 

as well as when more inspired 
efforts are called for. 

Sorry, Henry, to have taken so 
long. But these things I can, and al- 
ways have, talked out with you. Edit, 
cut, do as you please, but leave in 
one thing I don't think there's 
anything wrong with direct mail that 
more and better creative talent won't 


cure. © 
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America’s favorite IMPRESSION PAPERS 


carry sales messages of all industries 


WAUSAU IMPRESSION PAPERS — one of industry's 
standard marketing tools used to carry sales messages 
to prospects — are specifically made for each of the 
three major duplicating processes: offset, stencil, 
spirit and gelatin duplicating. WAUSAU IMPRESSION 
PAPERS are opaque, full-bodied, fast-drying and 
Our 57th lint-free. These virtues save time and trouble in long 
ur J/th year runs and in short runs, too. 


The complete line of Wausau Impression 
Papers is available nationally through 
authorized distributors and stationers. 


Fine Papers 
WAUSAU PAPER MILLS CO. 


General Sales Offices 
111 West Washington Street, Chicago 2, Illinois 


Mills at BROKAW, WISCONSIN Member — Wisconsin Paper Group 
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Reporter's Note: Edward N. Meyer, jr. is 
president of James Gray, 216 E. 45th 
New York 17, Y. He was the first 
recipient of the Miles Kimball Memoricl 
Awerd established in 1953. Ed wes president 


edition. Ed, in this shert opinion, points out 


‘ie =; ISN'T A DOUBT in my mind 
that direct mail needs upgrad- 
ing! But before that upgrading can 
take place, a lot of the current think 
ing about direct mail has to be 
changed. 


I think direct mail suffers from 
something I like to call “mail orderi- 
tis”. Maybe this isn't a disease, in 
fact | know there are many who will 
say it's a life giving elixir . . . but 
nevertheless something's wrong some- 
where. 

Certainly there is no complaint 
against the men and women who are 
using the mails to sell their services 
and products, nor is there any com- 
slaint against their abilities to talk 
~ and long about their success 
(and failures too, for that matter). 


They have developed definite pat- 
terns, techniques and formulae and 
have seads of facts and figures to 
back up the copy they write, the 
lists they use, the offers they make, 
and the formats they design. Basical- 
ly their success depends entirely on 
the largest possible net profit that 
can be made from each mailing ot 
series of mailings. 


DING 


Cutting costs (without cutting ulti- 
mate results) is and has to be their 
bible. Their job is not to please 
people, it's to sell people and this 
selling has to be done entirely from 
a mailing piece. Impact and reader- 
ship are apt to be two words they 
vhun like the very plague itself. 
Nevertheless, they talk a lot and 
rightfully so, about the things they 
have done and the corners they've 
cut in order to achieve success, 


And literally thousands of people 
have listened and do listen . . . then, 
because what they have heard makes 
mighty good surface sense, they fol- 
low the pattern they've just listened 
to. But the man who uses direct 
mail as a sales tool in the same 
manner he uses any other advertising 
medium, makes a serious mistake 
when he overlooks impact and reader- 
ship in a desire to gather a myriad 
of reply cards. 


I have no fault to find, in fact I 
admire the genius of the mail order 
experts. | do, however, have great 
fault to find with the “copying” that 


Does Your Direct Mail 
Suffer from 
“Mail Orderitis” ? 


by Edward N. Mayer, Jr., (resident 
James Gray, Inc., New York, N. Y. 


is done by mail advertisers who are 
not now, never have been nor ever 
will be, Mail Sellers. 


The problems of advertising 
through the mails are entirely dif- 
ferent than those of using the mails 
to sell. The advertiser, if he is going 
to use the medium properly, must be 
interested in getting his message to 
the right people, in the right for- 
mat, with the greatest possible im- 
pact... in hopes of achieving the 
greatest amount of readership. 


To follow blindly as so many 
mailers do, the mail order formats 
and formulae continues to breed 
more failure than success in the pure 
advertising use of direct mail. 


Upgrading of itself, particularly in 
format, won't of necessity increase 
the readership or the ultimate sales 
value of a single piece of mail adver- 
tising. However, upgrading the think- 
ing behind the piece used for adver- 
tising rather than selling, is bound to 
have a happy effect on end results. 


“Whether you call it ‘Upgrading’ or ‘Creative Think- 


ing’, direct mail advertisers must remember that mail 


order principles are excellent in their place, but may 


be the ruination of a well-conceived campaign . . . 


when allowed (for extraneous reasons) to creep into 


a field in which they don't belong.”’ 


Edwerd N. Mayer, Jr. 
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murray hill 6-2454 


WELCOME TO THE DMAA 39th CONVENTION! 


My staff and I will be there 
and we'll all look forward to greeting 
you and helping you feel 


at home in New York. 


Arthur Martin Karl, president 
Walter Karl 

Charles Crane 

Edith Crane 

Leonore Lamar 


Ruth Steigman 


member national council of mailing list brokers 
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MAIL 
ORDER 
BROKERS 


We are specialists 
in finding suitable 


lists for large mailers. 


We are specialists 
in finding suitable 


customers for owners’ lists. 


JAMES 


TRUE 
ASSOCIATES 


Member 

National 
Council of 

Mailing list 


Jomes True Associates 
419 Fourth Avenue 
New York 16, New York 


More Direct Mail Is Not 
The Answer 


by Charles Downs, President, 
Abbott Laboratories, Chicago 


unnan, Henay’ . . . for your 
Hl decision to give an entire issue 
to the subject of upgrading! Up 
grading is what pharmaceutical di- 
rect mail needs most. 

Not upgrading the physical pack- 
age. In the pharmaceutical field this 
has been dressed up about as much 
as it can be. List selection doesn’t 
seem to call for additional attention 
either, since it isn't much of a prob- 
lem with medical lists. 


But when it comes to fresh origi- 
nal thinking, the development of 
new and better ideas, the exercise of 
greater creativity, there is more 
need today than ever before. Com- 
petition in our industry has increased 
mightily every year since the end 
of World War Il. And every one of 
those years many of us in pharma- 
ceutical advertising have sought par- 
tial answer to the problem with 
more, not better direct mail. 

The result of this emphasis upon 
quantity rather than quality is a 
vastly increased flow of mail to 
which an appreciable number of 
physicians now react unfavorably 

with emotions ranging from 
bored resignations to outright hos- 
tility. 

The situation calls for cure. This 
won't be easy, but it can be effected. 
The cure is upgrading. It is up- 
grading to make pharmaceutical di- 
rect mail more interesting, more in- 
formative, more useful. This can be 
achieved only by increasing the 
creative effort invested in our mail- 
ings. It must be achieved even 
though it is accomplished at the ex- 
pense of some volume. @ 


**Emphasis upon quantity rather than quality . . . calls 
for a cure. The cure is *Upgrading’.’’ 


Cherles Downs 
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Reporter's Note: Charles Downs is vice 
president for edvertising and public rele- 
tions of Abbott Leborateries, Nerth Chicege, 
Ill. He became the fifth recipient of the Miles 
fx Kimbell Awerd on August 29 at the windup 
luncheon of the 35th ennvel Mail Advertising 
Service Assn. convention in Chicage. Thet 

| gives him plece on this brainstorming 
| panel although ot the time he wrete his 
opinions about upgrading he didn’t knew 
4 he hed been topped. Even his competitors 
7 weuld edmit that Cherlie hes been largely 
responsible for the tremendous job of up- 
| grading phermacevtical advertising. He hes 

True shaved his knowledge with ethers end hes 
worked incessantly (such os heading the 
“Hank” Ruby Chicage 1955 DMAA convention and the 
Chicage Direct Mail Club) te bring about 

oe eng better understanding of the power of intel- 
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people 
hire 


There Can Be a tlesson FOR YOU in the Answer 


y NOWING US as specialists in direct 
advertising and sales promotion, you'd 
probably say that most companies hire 

Dickie-Raymond for counsel on the strategy and 
techniques of direct mail advertising, for inspiration 
and ideas in copy and art, for technical knowledge 
of printing production and mailing processes. And 
you'd be right. But you would still have only part 
of the answer. 


Generally speaking, we are taken on when sales 
and promotional problems get too sticky, or when 
the work load gets too great for a present staff. 
We go to work exactly like a salaried employee, 
for a pre-agreed fee. And this fee is about equiva- 
lent to what you would pay a junior executive. 
For this fee you get the combined brains, the high 
creative productivity, of the best people in the busi- 
ness. Dozens of them. You get as much or as little 
as you want, just like a faucet. It’s a good deal! 


But certain corporate advantages make it even 
better, from your standpoint. You can take on 
Dickie-Raymond without taking on management 
problems and overhead costs that always accom- 
pany personnel expansion. There’s no problem of 
pension or retirement funds, no Social Security — 
no contributions to unemployment funds or Work- 
men’s Compensation. We don’t ask for vacation, 


There's only ONE 


we're never sick. Adding us to staff entails no new 
secretaries or assistants; we ask no bonuses, and 
are not looking to be vice president. And, unlike a 
single employee, we can absorb work overloads, 
give you wide change-of-pace in the creative prod- 
uct to answer varying promotional problems. 


We can tell you more, much more — and gladly. 


A note or phone call to our nearest office is all that 


is needed. 


Accounts that Count in American Business 


This is a partial list only 
Names of other well-known companies, on request 


AETNA LIFE INSURANCE COMPANY 

AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
AIR TRANSPORT ASSOCIATION OF AMERICA 
AMERICAN AIRLINES, INC 

AMERICAN BLOWER CORPORATION -— Div. of American Standard 
BROWN COMPANY 

DAVOL RUBBER COMPANY 

EASTMAN KODAK COMPANY Industrial Division 
GENERAL ELECTRIC COMPANY Air Conditioning Division 
THE GRAY MANUFACTURING COMPANY Audograph 
IRON FIREMAN MANUFACTURING COMPANY 
MONROE CALCULATING MACHINE CUMPANY 
MOODY'S INVESTORS SERVICE 

THE NATIONAL SHAWMUT BANK OF BOSTON 

NEW YORK STOCK EXCHANGE 

PAN AMERICAN WORLD AIRWAYS 

PEPPERELL MANUFACTURING COMPANY 
PITNEY-BOWES, INC 

PLYMOUTH CORDAGE COMPANY 

RAILWAY EXPRESS AGENCY, INC. 

RECORDAK CORPORATION 

SHERATON CORPORATION OF AMERICA 

BSYLVANIA ELECTRIC PRODUCTS INC, 

TUNG-SOL ELECTRIC INC 

UNITED STATES ENVELOPE COMPANY 

THE WALL STREET JOURNAL 


Dickie-Raymond 


Sales Promotion Counsel + Direct Advertising 


NEW YORK 225 Park Avenue, MUrray Hill 4-2610 


BOSTON i170 Atlantic Avenue, HAncock 6-3360 
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DRING THE of World 

War Il, when the nations of the 
world were engaged in grand strat- 
egy, and the average man was strug- 
gling to understand the powerful 
forces which were affecting his life, 
a famous cartoon appeared. 


The cartoon showed two generals 
meeting at a mountain crossroads. 
Each general was leading a mighty 
armored Columns of tanks 
stretched back into the mountains as 
far as the eye could see. It was ob 
vious that the whole shebang was 
totally stalled. An impasse had been 
reached, Both generals were lost. As 
if pleading to the Almighty for de 
liverance from this tactical mess, one 
general raised his eyes to the far- 
away horizon and helplessly 
lowed out: “What's keeping that 
damned carrier pigeon?” 


fore 


Industry leaders who give serious 
thoughts to the future of direct mail 
are often tempted to look search- 
ingly at the sky for “that damned 
pigeon” the simple solution to a 
complex problem. 


Perhaps the greatest single prob- 
lem bearing on the whole future 
course of the direct mail industry is 
the search for ways and means of 


upgrading direct mail—of imparting 
greater dignity and greater eflective- 
ness to one of the most useful and 
powerful of all advertising media. 
And whenever the subject of “up 
grading” is discussed in person or 
in print, pigeons fly all over the 
place. Some direct mail men deny 
that any problem exists. They point 
to the rapid growth of the media, 
increased expenditures, and general 
Others remember only 
quickly the “junk 
caught fire and 


prosperity 
too well how 

mail” campaign 
spread, The almost 
ceptance of the term “junk mail” by 
too large a segment of the public 


immediate ac- 


“What's Keeping 
That Damm Pigeon?’ 


by Francis Andrews, 


American Mail Advertising, Boston 


was based to some extent on dan- 
gerous tinder which only awaited 
the inevitable spark. 

It takes more than a few news- 
papers drumming away at a cam- 
paign of self-interest to successfully 
put the tag “junk” on a major ad- 
vertising medium —even in the minds 
of a few persons. During the height 
of the junk mail fever, very few di- 
rect mail leaders raised their heads 
far enough out of the sand to realize 
that a lot of direct mail is junk. 

Vintage sports fans remember the 
famous Black Sox Seandal which 
rocked the sacred foundations of 
baseball many years back. At the 
time, some baseball executives den- 
ied everything, and pictured the in- 
vestigators as dastards who would 
just as likely undermine the institu- 
tion of motherhood. However, base- 
ball cleaned its own house, regained 
its public prestige, and went on to 
greater popularity than ever before. 

There is currently no crisis in di- 
rect mail... but there is a problem 
which must be met squarely and 
decisively. That problem is the up- 


grading of the quality of direct mail 
quality of thinking, quality of 
lists, and the quality of production. 

If the junk mail fiasco did nothing 
else, it opened a few eyes to how 
easily public opinion can be turned 
against the direct mail industry. 

It is evident that the public does 
not understand nor accept the reason 
that “it’s just a matter of dollars and 
cents” when they are showered with 
duplicate mailings, cheap printing, 
pornography, get-rich-quick-schemes, 
corny art, and copy that insults the 
intelligence. 

An increasingly large number of 
mailers are finding that quality 
thinking, quality lists and quality 
production are not only a matter of 
good taste, but good business as 
well__good business as measured by 
the same bank deposit slips which 
are often used to defend junk mail 
in all its categories. If the case for 
quality direct mail can be proven to 
a reasonable degree of satisfaction, 
why should any junk mail exist? 

The quality problems of direct 
mail stem from the very advantages 


Reporter's Note: Francis (Andy) Andrews is 
@ young mon with ideas . . . going ploces. 
We recorded his exploits in the April 1956 
cover story. He is president of American Mail 
Advertising Inc, 610 Newbury Boston 
15, Mass., ond is on the board of directors 
of the Mail Advertising Service Assen. When 
he sent his material on upgrading he apolo- 
gized for not being able to spend more then 
five days on the project. But we believe he 
didn’t need any more. You'll probably want 
to read this opinion several times. The officers 
of beth DMAA and MASA should read it 
repeatedly. it sets the sights high for future 
direct mail progress. 
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CREATIVE'S RATED BUSINESS FIRMS—U. 5S. (LIST 


NO. 5) STATE AND RATING BREAKDOWN * 


A B c D E F G TOTAL 
STATE RATED RATED $200,000 | RATED $75,000 RATED $35,000 RATED $20,000 | RATED $10,000 RATED $5,000 RATED 
OVER $500,000 TO $500,000 10 $200,000 TO $75,000 TO $35,000 10 $20,000 TO $10,000 OVER $5,000 
Ala. 250 565 2547 3664 2943 443) aia) 1654) 
Ariz. 88 155 740 1422 940 1496 1225 6066 
Ark. 160 438 1859 2905 2302 3621 3727 15012 
Calif. 1460 2438 11785 18966 14793 24536 19179 93157 
Cole. 205 355 1592 2885 2285 3570 2983 19875 
Conn. 403 542 2331 4042 3465 5705 4638 21126 
Del. 52 7 353 491 367 818 662 2814 
D. C. 118 161 580 661 392 968 464 3344 
Fla. 307 658 3013 5049 4825 8850 7585 30287 
Ge. 386 902 3517 4908 3917 5905 5152 24687 
Idaho 78 163 752 1374 1131 1570 1362 6430 
mt. 1678 2350 10312 14473 11758 22193 18342 81106 
Ind. 718 1128 4531 6819 6172 9617 9078 38063 
lowa 325 781 3900 5782 5527 7703 7103 31121 
Kans. 272 564 2565 4342 1699 5422 5260 22124 
Ky. 291 564 2661 4191 3585 5338 5593 22223 
Le. 317 658 2875 4318 3077 4949 4436 20630 
Maine 68 163 867 1528 1430 2299 2034 6389 
Md. 290 498 1943 2634 2000 4220 2880 14465 
Mass. 1088 1437 3969 6296 5470 9884 9734 37878 
Mich. 1198 1796 6313 10198 9606 14992 12715 56818 
Minn. 421 793 3921 6767 6262 8566 8029 34779 
Miss. 138 365 1840 2835 2114 3368 3328 19988 
Mo. 716 955 3905 6078 5145 9421 8432 34652 
Mont. 59 214 906 1527 1320 1900 1553 7479 
Nebr. 172 366 1900 3469 2997 4179 3869 16952 
Nev. 15 50 260 490 349 469 352 1985 
N. H. 88 137 469 8! 798 1215 1241 4829 
N. J. 465 689 4726 6641 6433 14233 10450 43637 
N. Mex. 72 234 892 1502 1212 1545 1208 6665 
N.Y, 2480 3166 16694 21593 19587 38287 28379 190186 
N. C. 556 1025 3862 5158 4379 6578 5807 27364 
N. D. 45 212 1121 1572 1406 1822 1548 77% 
Ohio 1606 2173 9030 11806 11454 18762 14047 68078 
Okie. 286 563 2766 4287 3512 4892 4866 21194 
Ore. 232 444 1826 3522 2391 3935 3514 15864 
Pa. 1490 2266 10796 14808 12195 23756 21905 67216 
Rg. |. 153 197 925 1154 1133 2078 2016 7656 
a ¢ 210 ool 2384 3453 3269 4089 3325 17331 
$. D. 4) 187 1058 1758 1474 1951 1766 6235 
Tenn. 412 795 3053 4340 3683 5666 5291 23240 
Texas 1231 2423 9206 13214 10313 15847 14758 66992 
Uteh 90 165 775 1394 1218 1715 1485 6642 
vi. 45 94 420 723 678 1002 934 3896 
Ve. 362 948 3215 4486 3891 5399 4644 22945 
Wash. 332 593 252) 4426 31798 5666 4801 22137 
W. Vo, 208 370 1548 2355 2070 3477 3537 13565 
Wis. 664 1130 4226 7763 7078 11192 19025 45078 
Wyo 34 87 402 791 651 870 679 3514 
TOTAL | 22375 37629 163652 245741 210514 349967 303104 1332981 
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WEARING WELL 


Back in 1899, the prototype of The Man 
in the Gray Flannel Suit, complete with 
frock coat and high «ilk hat, was a 
familiar sight in little old New York. Those 
were the days when the Guild Company 
was firet starting to arrange for mail-order 
houses to use each others’ lists. 


Sears Roebuck was prominent among the 
organizations which took advantage of the 
new service, And in a short while activity 
alee developed with such other accounts 
as Siegel Cooper The Boston Store, The 
Chicago Mail Order Company and Mabley 
& Carew 

Still later John ¢ Winston commissioned 
the Guild Company to get large numbers 
of names to use in selling books about 
headline events of the day. And in the 
Twenties, Powell Crosley, who then owned 
the American Auto Accessories Company, 
Guild 


rented a« good many lists that 


handled 

During the Thirties when contests were 
all the rage, a prominent cosmetic house 
tapped the Guild list reservoir in one year 


to the tune of some twenty million names 


As the 


trade association became apparent, so in 


industry grew, the need for a 


1943 the representatives of seven companies 
met to form the National Council of Mail 
ing List Brokers. The late E. W 
who was then President of the Guild Com 


Pro« tor, 


pany, served as the Council's first Treasur 


ef. 


For filty two years the Guild Company's 
offices were in the heart of New York. 
But after consulting clients and consider 
ing the possibilities from every angle, the 
organization decided in 1951 to move three 
and one-half miles beyond the city limits 
and settle in ite own building at 160 Engle 
Street, Englewood, New Jersey. 


Five record breaking years have been spent 
at thie address, serving a host of promin 
ent companies, many of which have pro 
fited by leaving the arrangements for the 
rental of their lists up to Guild. The pre 
sent day users of these lists include most 
of the leading magazines, book clube and 


mailorder houses. 


Members of the staff can collectively draw 
upon 158 years of experience when work 
ing on assignments of list owners and list 
users, As past masters in the science of 
classifying and selecting names, they often 
refer to themselves as Onomatologists, but 
are proud to be known by most people a» 


conscientious list) brokers. 


Advertisement 


which have made the medium great. 
Without trying to be all-inclusive, 
some of these major advantages of 
direct mail are: 


1. The universal adaptability of the medium 
2. The selectivity factor 

3. The opportunity for personal advertising 
4. The unique flexibility of direct mail in 


terms of format, choice of markets, and 
costs. 


Let's see just how each of these 
four advantages allows for situations 
mail can 


where undesirable direct 


be conceived and executed. 


The universal adaptability of the 
medium nearly every 
business can and does find some use 
for direct mail. Direct mail is used 
in almost every field of business en- 
Hundreds of thousands of 


means that 


deavor 
businesses, large and small, use di- 
rect mail to solve hundreds of dif- 
ferent business problems. And for 
every business that uses direct mail, 
someone has to make the decision as 
to what will be mailed. Someone, 
either consciously or unconsciously, 
has to make the decision to upgrade 
or downgrade direct mail. Thus, a 
situation exists whereby close con- 
trol of the medium (as in television) 
is impossible. 


The selectivity factor in direct mail 
means that messages are tailored to 
fit specific Direct mail 
talks to these people as a special 
group. Selectivity is lost when mail- 
ing lists are poorly prepared, and 
maintained. Old maids who receive 
mailings from a diaper service sel- 
dom stop to think of the problems 
The fact that an in- 
receive a 


audiences. 


of selection. 
dividual is 
given piece of mail places a respon- 
sibility on the sender to guard his 
selectivity with great care. 


selected to 


The personal feature of direct mail 
likewise creates situations which put 
the medium under greater scrutiny 
than other forms of advertising. It's 
one thing to headline a mass circu- 
lation ad “Do You Suffer From 
RO?” and another to write the same 
thing in a letter which begins “Dear 
Mrs. Jones”. The sereen of protec 
tion which is raised by the imper- 
sonality of space and time advertis- 
ing is ripped away when a letter 
reaches the privacy of a home. 


The unique flexibility of direct mail 


in terms of format, choice of mar- 
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kets and costs also gives rise to op- 
portunities for abuse. Only in direct 
mail, can advertising be downgraded 
to the absolute ultimate in cheapness. 
Other than the restrictions imposed 
by law, which are few, a mailer can 
send out almost anything. 

The industry-wide and self-im- 
posed circulation 
magazines, metropolitan newspapers, 


codes of mass 
radio and television stations screen 
out a lot of undesirable advertising 
which might otherwise be circulated 
freely by a mailer to any audience 
at any time he chooses. 

The element of cost alone allows 
some advertising messages to appear 
via the mails which would otherwise 
die for lack of funds in other media. 
The fact that direct mail is private, 
not public, seems to unloosen some 
of the restraints of good 
taste and which 
might normally apply if the adver- 
tiser knew that his message and his 


normal 


Ommon sense 


signature were to be placed on pub- 
lie view for 
condemnation. 

It would be foolish to imply that 
other mediums are free of undesir- 
able advertising. There are fringe 
operations in all businesses. There 


public acceptance or 


are radio commercials and space ads 
like the one a few years ago boost- 
ing the sale of television sets by im- 
plying that parents would lose the 
love of their children to the neigh- 
bors by their “failure” to provide a 
television set at home . presum- 
ably the birthright of every Ameri- 
can child, regardless of the ability 
of the parents to pay for a set. An 
immediate outcry from millions 
stopped that one right in its tracks. 
The same probably could 
have appeared in direct mail form 
without stirring any public outburst, 
although the effect on millions of 
people could have been the same. 
The inherent nature of direct mail 
allows for a general looseness which 
can be turned easily into abuse. But, 
as mentioned before. someone has to 
make the decision to downgrade di- 
rect mail: 
1. This downgreding may be dene uncon- 
sciously through a lock of knowledge os to 
whet constitutes good direct mail. 
2. The downgrading may be deliberate by 
individuals whe intend to deceive, confuse 
and obscure. 
3. The downgrading mey be deliberate by 
individuals whe ore presumobly guided by 
good intentions such as “saving” money. 
4. The downgrading may be the result of 
poor advice from producers and printers. 
(Continued on page 44) 
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REGISTRATIONS BY 


YEAR MAKE ° MODEL 


New Car Buyers 
New Truck Buyers 
Truck Owners 


Wives 
of Executives 


ON REGISTR 
— OPPOSITE 
REGISTRATION DESK 


400,000 NEW CURRENT 
NAMES AVAILABLE ON RENTAL 
@ $18.00 per M 


SEND FOR BROCHURE “R” 
COMPILERS OF OVER 12,000 SPECIALIZED MAILINGS LISTS 
New los Angeles Office: 6363 Wilshire Blvd, A. 48, Californie WE 34033 


~ A/S 
\ \ nted 
THE DMAA 
ENTION 
CONV ve 
see us in ae 
: 
SUITE 
just ask for 
and / On John A. Lindsey 
WILL BE POSTED i 
pT) 
| 
MALLING LISTS 


your Linn “BETWEEN MASS ADVERTISING SELECTIVE IMPACT 
® 
W 


pph any yardstick of advertisine to R. L. Poll 


G advertiser-agenc neept of Din 


FUNCTIONS OF THE 
ADVERTISING AGENCY 


Mail and yOu lind thal thi aynamit Neu medium 


Other Polk measures up—and goes beyond 

Media Market f 
Counsel and 
Planning Vv Vv This medium — which we have chosen to call The Polk 
Research v v Market — delivers impact, wins remarkably high readership 
Creative Vv Vv 

and gets results because it lets you say what you want... 

Media 
Selection Vv v to whom you want... where and when you want. » 
Checking 
and Billing Vv v The Polk Market is a medium that's easy to use. It 


eliminates the multitude of details and the repeated handling 
once associated with the use of Direct Mail. R. L. Polk 
Co. integrates all the phases of direct mail publishing, 


operating precisely as any other publisher of advertising 


h) The functions of the advertising agency using The Polk 


Market in behalf of clients are strikingly parallel to its 


functions with other printed media. Polk stands ready to 


counsel advertiser or agency at any step in the campaign. 


Beyond fulfilling the normal requirements of advertising, 


FUNCTIONS OF THE 
ADVERTISING PUBLISHER The Polk Market is the first and only national advertising 


medium which enables advertisers to identify — by name 


Other Polk 
Media | Market and address — practically all their potential buyers. 
Circulation > 
compilation \ v The advertiser need only to define his potential buyers. 
Binding J 4 j Then The Polk Market, from its vast sources of social and 
Addressing v economic information on 50 million Americans, can pick 
Malling . ’ individuals who fit that definition and reach them by Polk 


Market Direct Mail. 


Tas x 
™ 


Because every individual so picked is known to be inter- 


R.L. POLK & CO. 


od 

MARKT 

Re 


ested in the product advertised, the amazingly high reader- 
ship of Polk Direct Mail is accentuated. And this high 
readership quickly translates into low cost per reader- 
prospect reached. 

The Polk Market, too, can be readily adapted to any 
distribution pattern — regardless of concentration or dispersal 
of dealer outlets or prospects. 

The Polk Market can identify local dealers and supply 
them with names of potential buyers for sales follow-up. 

The Polk Market can provide copy space for a full and 
detailed product story without restriction on area. 

The Polk Market is the only advertising medium that 
can be accurately researched for results . . . that can prove 
its advertising, merchandising, and selling effectiveness 
beyond any shadow of doubt. 

Standard gross rates and specifications have been estab- 
lished by R. L. Polk & Co. when acting as the complete 
publisher for all integrated mail advertising programs 
These rates apply equally to advertisers and their agencies 


and are fully commissionable to the agency. 


A Polk Market man will be happy to show you how 
The Polk Market can help you make all your advertising 


dollars work more effectively. Let us hear from you. 


OTHER POLK SERVICES 
Direct Mail Advertising « Couponing and Sampling Campaigns 
Mailing List Services City Directories Motor Statistics 
Shipping and Mailing Services . Polk's Bank Directory 


Premium Promotions . Contest Administration Services 


431 Howard St 60 East 56th St 
Detroit 31, Mich 2 New York 22, N.Y 
WoOocdward 1-9470 TEmpleton 86-3900 
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Auto-typist hits letter typing 
right on the button 


Push-button automatic typing is bringing automation to the handling 
of office correspondence. Now typists push buttons instead of keys, 
and Auto-typist machines take over and do the typing. They do it in 
marvelous fashion, too—turning out letters at 2% times the speed 
of the fastest typist —neat, erasure-free, error-free letters that are as 
personal as your signature. 

Well over half of general office correspondence is routine —or can 
be standardized. Sales letters, order acknowledgements, answers to 
inquiries, and collection letters are only a part of the correspondence 
that can be handled faster, easier, and more economically by Auto- 
typist. One typist can turn out 100-125 letters each day with an Auto- 
typist —3 to 4 times normal manual typing output. 

How Auto-typist works —Precomposed letters and paragraphs are 
perforated on a wide paper roll. This perforated roll operates the 
typewriter keys. As much as 250 lines of copy can be stored on one 
roll, Twenty to thirty complete letters can be prepared, or a series 
of paragraphs which can be combined to make up dozens of letters. 

Salutations are manually typed. Then, by pushing the button or 
buttons that correspond to the letter or paragraphs desired, Auto- 
typist automatically picks out the letter wanted, or assembles the 
paragraphs in the order desired, and types each word as if it had 
been done by hand. Manual insertions of personal or variable data 
can be made in any part of the letter. 

Present users include banks, manufacturers, insurance companies, 
hotels, publishers, retailers, fund raisers. Applications range from 
general correspondence typing to specialized uses such as new ac- 
count promotional letters. The complete story is yours for the asking. 
Just write us on your letterhead. 


AMERICAN AUTOMATIC TYPEWRITER CO., 2323 N. PULASKI RD., CHICAGO 399, ILL. 
MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST 
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Direct mail counsellors and pro- 
fessionals are often distressed by the 
misguided amateurs who downgrade 
direct mail through lack of experi- 
ence. Well known is the red hot 
young man who has been placed in 
charge of the direct mail department. 


Rather than seeking his rewards 
through results or quality, he leans 
on the time-honored back slap for 
“saving money”. 

Any proposed direct mail program 
is put on the auction block to be 
knocked down to the lowest bidder, 
without regard to the purposes of 
the campaign, the hoped for results, 
or the character and dignity of his 
company. Soon the company’s direct 
mail has been reduced to the lowest 
common denominator in the belief 
that it doesn’t really make much dif- 
ference what you say, or how you 
present your message. 

The story of readership, as now 
being developed within the industry, 
is doing much to nail down the fact 
that it is quality direct mail, profes- 
sionally prepared, that rings the 
bell. 

The fact that the “red hot green- 
horn” has been allowed to formulate 
direct mail policy at all rests in a 
management decision that direct mail 
is unworthy of the “full treatment”. 
This downgrading in opinion as to 
the value of the medium allows 
third grade treatment of direct mail 
all along the line, even in companies 
which are noted for the general ad- 
vertising. 

Like so many other problems, the 
upgrading of direct mail which 
really means the upgrading of in- 
dividuals—is a matter of education. 
It’s an educational job almost as 
great in scope as teaching every per- 
son in China to read a French dic- 
tionary. 

Because it is individuals at all 
levels of business who make or 
break any direct mail program, the 
problem of upgrading direct mail is 
a problem of upgrading people. The 
obvious answer for many companies 
engaged in extensive direct mail 
programs is to hire an outside con- 
sultant. However, there aren't 
enough professionally-trained direct 
mail experts to serve more than one 
company out of a thousand. And 
the problem of the small company 
remains. 

Throughout private industry there 
are many competent direct mail ex- 
perts .. . mostly self-trained through 
the rigid school of constant study, 
attendance at conventions, seminars, 
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and through the rugged and expen- 
sive experimentation and failure 
method. 

In order to attract potential di- 
rect mail experts, the whole profes- 
sion must be upgraded in manage- 
ment thinking. The importance of 
direct mail as a major medium must 
be sold to top management. The es- 
sentials of direct mail success must 
be as clearly defined as other mana- 
gement problems. 

These essentials include the selec- 
tion of competent men, the establish- 
ment of prestige positions within the 
advertising hierarchy which carry 
adequate compensation, the estab- 
lishment of long range direct mail 
objectives, the careful defining of 
the problems to be solved by direct 
mail, the establishment of adequate 
budgets, the willingness to treat di- 
rect mail as a regularly scheduled 
advertising program, not a one shot 
effort, and the insistence on the 
highest professional standards in 
matters of copy, art, and production. 

\ part of the management educa- 
tion must necessarily extend to the 
advertising men outside of direct 
mail who wield the major influence 
on advertising policies. This means 
an education of the advertising 
agency. As one critic has pointed out: 
The advertising agency will see to 
its own education, and the education 
of the clients it serves when it be- 
comes economically wise to do so. 

The establishment of direct mail 
as a commissionable medium to ad 
vertising agencies, or the willingness 
on the part of management to com- 
pensate the agencies for the addi- 
tional work required in a direct mail 
program will be a major shot in the 
arm toward the upgrading of direct 
mail. This movement is already 
under way. 

When management decides to 
treat direct mail professionally, the 
problem of upgrading begins to 
take care of itself. But what about 
the many small organizations with. 
out adequate funds, or without agen- 
cies, or without adequately trained 
direct mail personnel? It is from 
this source, especially on a local 
basis, that much of the poorly con- 
ceived direct mail originates. 

Only a widespread campaign of 
education will help this group. It 
must be a campaign of enlightened 
self interest proof that better direct 
mail pays. 

The problem of education in direct 
mail can be licked . . . and important 
strides are being made. Trade as- 
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the mathematician 
who tries to sell 
by direct mail 


soon discovers that 


ordinary mathematics 


do not always 


work here. 


He may double his direct mail appropriation 
from $5,000 to $10,000 and increase his 


returns tenfold, 


He may cut down his direct mail from $5,000 
to $4,000 and returns may drop to nothing. 


In some mailings, he finds that a penny or 
two spent for better paper or a better 
process of reproduc tion influences hard-to- 
convince customers to buy hundreds of 


dollars worth of merchandise 


At first, he feels he is in an unpredictable 
business because he can't figure it out 


But as time goes by, he discovers that direct 
mail operates according to the same laws as 
human behavior. And the better he 
understands people and what moves them to 
action, the less need he has for his 

adding machine. 


For a quality job, use the 


quality of « fine rag bond 


ly Neenah—America'’s 


Sect finest business papers. 


neenah paper company 
neenah, wisconsin 
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DUPLISTICKERS, 
DUPLISNAPS and 


DUPLIQUIK 


gummed, perforated mailing 
labels in sheets: Make as 
many copies as you want! 


Dupli sticker 
ove Mail-Aids, 
for type- 
writer and 
mimeograph. 
Duplisnap — 
Carbon 
interleaved 4 
Mail-Aids. 
Made in sets 
of 2, 3, 4, 5, 
and 6 sheets. 
Interleaved = 
with smudge 
resistont 
carbon. For — 
use with 
typewriter. Dupliquik 
Mail-Aids, 
Special 
stock for 
use with 
** spirit” 
process 
duplicating 
machines. 
Can also 
be used 
with type- 
writer. 
View Us 
ot Beoth 34 
at the 


DMAA Convention 


TUREKA SPECIALTY PRINTING CO. 
558 ELECTRIC ST 


SCRANTON 9. PA 


sociations like DMAA and MASA 
can and do spearhead this effort; 
but, with insufficient funds, there is 
a limit as to what can be done. 
Trade magazines do a tremendous 
job... but they are limited by their 
circulations. College courses in direct 
mail advertising are increasing: 
special seminars, local advertising 
club activities and other efforts will 
help. 

Public relations activities on the 
part of the direct mail professionals 

like the successful Boston experi- 
ment of Ad Man's Alley will also 
help to upgrade direct mail.* 

All of these ‘pigeons” are cer- 
tainly helping in the solution to the 
problem of upgrading direct mail. 
Sofar, in this discussion, we have 
talked of the efforts directed toward 
improvement at the source of the 
mailing. While this is of major im- 
portance, the sheer multiplicity of 
the sources, and the limited nature 
of the efforts being taken, makes it 
almost impossible to carry the gospel 
to all the thousands of sources. 

The efforts now underway do not 
solve the industrywide problem of 
explaining the role and function of 
direct mail to the reader—the con- 
sumer at home and at the office. 

Just as the Advertising Council 
is making a supreme effort to ex- 
plain the role of all advertising to 
the public, the direct mail story 
needs special attention. Why? Be- 
cause the other major media rides 


* See April, 1956 Reporter, page 18. 


along as “salad” to the real meal of 
entertainment or editorial content. 
Direct mail is pure advertising, in 
most cases, and lacks an Ed Sullivan 
or a local scandal to keep the read- 
ers interested in between commer- 
cials. 

Many years ago, door-to-door 
salesmen found profitable pickings 
in almost any community. They were 
actually welcomed by housewives. 
As shady operators entered the field, 
selling all sorts of shoddy merchan- 
dise, second rate magazines, and 
never-delivered “deals”, the doors 
began to slam. As the doors slam- 
med, the ruses to get inside became 
more prevalent. As the ruses in 
creased, more doors slammed. 

Direct mail, continuing many of 
the widespread abuses which irritate 
the public, could reach a_ point 
where too many doors are being 
“slammed”. 

With many publishers, for ex- 
ample, pushing the point of dimin- 
ishing returns in many mailings, 
and using marginal lists where re- 
turn is dangerously close to the 
minimum acceptable figure, a slight 
downturn in readership over a per- 
iod of years could possibly make 
magazine subscription solicitation by 
mail unprofitable. A large segment 
of the direct mail industry would 
turns to other means of selling. 
Since readership doesn’t increase 
with costs, and since direct mail 
costs are still rising, this two-way 
squeeze could come sooner than we 


think. 


Really Looking for “That Damn Pigeon’’: 


A Proposal For A 


Direct Mail Foundation 


It appears that the problem of direct mail education is two-fold: 


1. To improve direct mail at the source. 


2. To explain its purpose at the point of receipt .. 


. in order to as- 


sure continued friendly acceptance of the medium. 


At this point we really start look- 
ing for “that damn pigeon”. Since 
this article is a part of editorial 
“brainstorming”, and since the rules 
of brainstorming allow any kind of 
proposed solution, no matter how far 
fetched, let’s take a real flyer: 


THE REPORTER OF DIRECT MAIL ADVERTISING 


@ The “pigeon” is this: That a 
national Direct Mail Foundation be 
established with a two-fold purpose 
of research and education. That over 
a period of ten years, a fund of 
$10,000,000 be raised within the in- 
dustry and established in trust, the 
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interest from which would be used 
jor research and education. If a re- 
turn of say 5°) or something close 
to that fieure could he realized, 
S$500.000 year would be available. 


@ $100,000 of this fund would be 
set aside annually for purpose of 
research take over readership 
studies, as proposed by Leonard Ray- 
mond, and to enter new fields, such 
as a penetration study of the “whys” 
of readership as well as the measure- 
ment. This research would be con 
ducted independently by colleges and 
universities under an annual grant, 
with the results being made available 
to the entire industry. 


@ The educational function would 
be carried out through grants to the 
Direct Mail Advertising Association, 
and the execution of the program 
carried forward through the frame- 
work of a greatly expanded DMAA. 


@ DMAA would be expanded be 
yond the rarified atmosphere of 
New York City to the hinterlands 
where direct mail is also created and 
produced. Public displays built along 
the pattern of Ad Man’s Alley, would 
be established in major cities. The 
first ten year program might include 
establishments in sixteen cities: Bos- 
ton, Chicago, New York, Dallas, Los 
Angeles, San Francisco, New Orleans, 
Pittsburgh, Cleveland, St. Louis, Seat- 
tle, Detroit, Philadelphia, Cincinnati, 
Atlanta and Minneapolis. 


@ A full-time, professionally-trained 
‘al she calls for NEKOOSA MANIFOLD 


direct mail “regional secretary’ 
would assume charge of each local 
office. He would be assisted by a 
librarian. Duplicate material, on a Carbon copies are easier to read when you use Nekoosa 
greatly expanded basis, but similar to 
DMAA library helps, would be made 


available in each city. A continuing colors, carbon copies are easier to file, too, Light asa 


‘ 


Manifold--and, because it comes in white and six 


‘case aterial search” would be un- , 

case material search ould ' feather, Nekoosa Manifold is a strong, watermarked 
dertaken to get the best in direct 
mail and place it “on location” in 
each of the sixteen cities. envelope enclosures and air-mail stationery, It is another 


bond paper that can also be used for forms and records, 


os . hard-working member of the complete line of famous 
@ The local “regional secretary : , 
would be available to small business Nekoosa Papers for every business need 
men in an advisory capacity, and 


wide publicity of this “free” service 


would be given locally through trade 

associations, colleges, advertising 

clubs, ete. 

@ The local secretary would organ 

ize, in each city, a Direct Mail Ad 
“local” for the 


vertising Association 


purpose of regular meetings, sem Nekoosa Bond WNekoosa Ledger WNekoossa Duplicator PAP Fe 
Nekoots Vimeo © Nekoossa Manifold Nekoosa Offset 


Nehooss Master Lucent WNekoosa Opaque 
and compamon ARDOR Papers 


SEPTEMBER, 1956 @ NEKOOSA-ED WARDS PAPER COMPANY @ PORT EDWARDS, WISCONSIN 


when carbon copies must be readable... 
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MAILING 
LIST 
USERS 


Let's Get Personal About 
The List SERVICE Business 


You use lists. You use list brokers. 
You know what you'd like a list 
SERVICE to be. We know what we 
think such a SERVICE should be 
because for years we've been in your 
seat, buying lists by the thousands, 
seeing where the average list broker's 
SERVICE is good where it lacks 
something. Now we're in the broker's 
seat and have built our operation 
from the LIST BUYERS viewpoint 
on a basis of SERVICE, SERVICE 

AND MORE SERVICE 

Here are a few of the highlights 
of our new, highly personal list 
SERVICE. Glance over them, see if 
they don't jibe with your own idea 
of what a list SERVICE should be. 


SAME DAY CLEARANCE We 
don't epare the “horses”, time nor 
telephone when it comes to follow- 
ing up on the lists you've ordered 
wherever they may be--to see that 
they all converge on your mailing 
house in time to meet your dead- 
line 
CREATIVE RESEARCH That 
means finding new lists for the 
client who's mailed everything 
Nothing we like better than to 
uncover a “sleeper” list for our 
customers, We know quite a few 
such sleepers” which we'd like 
to tell you about 
INSIDE INFO On the pull of 
thousands of lists--information we 
gathered from the list buyers 
chair. This ts “real stuff” that can 
mean hundreds or even thousands 
of dollars to you— it's yours as part 
of our SERVICE 
SELECTIVE RECOMMENDATIONS 
We pick ‘em for you the way 
wed pick ‘em for ourselves. Rec- 
ommendations are geared to 
particular promotion we 
make every list count. Remember, 
well aimed shots hit bullseyes, 
broadsides only make a splash 
LIST PEDIGRER CHECKING We 
don't take everyone's word for the 
alleged age, frequency of correc- 
tion or number of names in « list 
We have developed methods of 
*hecking these and other important 
points to make sure you get 
exactly the names you ordered 
CONSTANT LIABSON.With you 
the list house and your mailing 
house plus continuous progress re- 
ports on the status of list you 
ordered. Its like having an extra, 
efficient production department at 
your call 
That's just « small art of our 
really personal list ERVICE. It 
takes just a phone call to start it 
operating for you. 


ttt 


Jack Oldstein 

DEPENDABLE MAILING LISTS, INC. 
38! Fourth Avenue 

New York 16, N. Y. MU 4-4991 


inars, regional conferences, conven- 
tions, ete. The services of the secre- 
tary would also be made available to 
local colleges for assistance in setting 
up and conducting direct mail ad- 
vertising courses. 


@ After a time, through a greatly 
increased membership in DMAA, and 
through a set of small fees or dues, 
perhaps as many as 10,000 members 
of DMAA might be recruited, until 
a large portion of the Foundation 
expense might become self liquidat- 
ing. By service at the local 
level, and through the education of 
many small advertisers, the gospel of 


proven 


direct mail would be multiplied hun 
dred-fold and on a personal basis. 


@ What would this program cost? 
Based on the operating costs of Ad 
Man's Alley, and an off-the-cuff esti 
mate of incidental expenses, about 
$25,000 per year, per location... 
a total of $400,000. Thus, with $100.. 
000 devoted to research and $400,000 
to local education and promotion, the 
income from the endowment would 
he largely consumed until such time 
as the greatly increased membership 
of DMAA could underwrite a sub 
stantial portion of the administrative 
expense—say, the cost of the salaries 
and the gathering of case material. 


» At the national level, the story of 
direct mail could be developed by 
mass communications experts and a 
coordinated effort made to get the 
material “riding free” with many of 
the large, national mailings made to 
the homes and offices. For example, 
a national couponing mailing by a 
major soap manufacturer might carry 
an additional enclosure explaining 
the function of direct mail in terms 
of the public interest. Riding free, 
or essentially free, on many large, 
national mailings, the story of direct 
mail and its place in the economy 
would begin to spread. With new 
research material to draw from, this 
story could become an important 
force in building goodwill for all di- 
rect mail. 


» The establishment of national 
scholarships, the underwriting of 
much needed literature in the field, 
the retention of a reputable public 
relations firm, and many other pro- 
jects which promised opportunity for 
the long range upgrading of direct 
mail could be undertaken. 


FINANCING THE 
FOUNDATION: 


About this time, somebody wants 
to know who is going to bell the cat. 
Well, it’s time the industry set its 
sights a little higher. Those who say 
the funds cannot be raised should 
take a look at local hospitals (and 
there is one in Boston which raises 
nearly $1,000,000 each year by direct 
mail). If this kind of money can be 
raised by a private institution with 
a full time staff of only three or four 
people, what kind of a job could we 
do in the industry with the highest- 
priced and most competent talent in 
the country at our disposal? 


The program could be planned as 
a ten year effort, starting in a modest 
way. One local office, working as a 
model to bring out the “bugs”, could 
be opened. A small part in research 
could be with $10,000) of 
$25,000. 


made 


Every large producer and user of 
direct mail would be asked to make 
a ten year pledge of funds, payable 
on an annual basis. The goal of 
$1,000,000 per year (the interest only 
to be used for the operation of the 
program) may seem to be unobtain- 
able. But a properly-united industry, 
with inspired eyes to the future, and 
led by such vitally interested firms as 
Time, Inc., Curtis and hundreds of 
others with a vital stake in the future 
of direct mail—could and would pro- 
duce results. 


The important thing is to set a big 
goal for the future—break it down 
into workable segments on a long 
range basis — and then get started. 
It's always a series of individually- 
won battles that win a war. 


Now ... as in all “brainstorming” 
sessions someone should start 
refining the idea. Let's see what we 
come up with. Let's get the best 
brains in the industry at work dis- 
cussing the possibilities, the problems 
and the solutions. If the industry, 
working as a dedicated whole, will 
not make the effort to upgrade itself, 
then those of us who have such a 
vital stake in direct mail had better 
polish up a pair of bifocals . . . 

Because we are going to have to 
start looking somewhere out 
there on the far horizon . . . for some 
“damn pigeon”. @ 
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VERY direct mail list, no matter how recently it 
was cleaned or how carefully it has been maintained, 
contains a certain percentage of “tombstones” . . . names 
of people who, for one reason or another, are not in a 


position to respond to your mail solicitations. 


Some of them have actually “gone to their reward” and 
could not respond to your mailing pieces if they wanted 
to. Others have moved . . 


their names. In still other instances the stencil is in- 


or married and changed 


correctly cut and the mail is misdirected. Any one of 
a dozen or more reasons can account for the fact that 
a percentage of your direct mail is “wasting its sweet- 
ness on the desert air.” 


Keeping that percentage down to the irreducible mini- 
mum, at the lowest possible cost to you, is the function 


of Circulation Associates’ list-maintenance service. 


Circulation Associates relieves you of the cumbersome, 
costly and time-consuming detail that is an integral part 
of this vital operation. In doing that it releases space that 
you can more profitably devote to other needs; it ob- 
viates the necessity for substantial investments in costly 


but infrequently used equipment; it frees your employees 
for more vital duties; it relieves you of all concern for 
operating a “business within a business” and leaves you 
at liberty to devote all of your time, your energy and 
your talents to the building of your true business—the 
promotion of your product or service through the mail. 


Circulation Associates provides all of the other serv- 
ices you need, as well, to produce successful mailings. 
Offset printing, Multigraphing, addressing, hand or 
machine collating and inserting — every operation that 
your work requires is performed here, under a single 
roof, by thoroughly qualified employees working under 


expert supervision. 


Circulation Associates has adopted a simple phrase to 
describe its manifold functions. It is not a boast, but a 
verifiable fact. From list maintenance to the actual de- 
livery of your mail to the Post Office, from the removal 
of “tombstones” to the preparation of new business- 
building solicitations, C.A. offers you “Complete Direct 
Mail Service.” 

However simple or complex your own requirements may 
be, it’s well worth looking into. 


CIRCULATION ASSOCIATES, Inc. 


Complete Direct Mail Service 


226 West 56th Street, New York 19, N. Y. 
JUdson 6-3530 
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The Call For A 
Direct Mail Foundation 


by David L. Harrington, Chairman of 
The Board, The Reuben H. Donnelly Corp., Chicago 


Reporter's Note: Just when we were ready to go to press 
with final forms for this issue .. . we managed to obtain 

a confidential advance copy of keynote address to be 
made by David L. Harrington at the August 25 opening 
luncheon of the Mail Advertising Service Assn. 35th an- 
nual convention in Chicago, Not enough room left to print 
itall... but some of it must get in this upgrading brain- 
storming session. Dave Harrington, as most of you know, 
is board chairman and executive officer of The Reuben 

H. Donnelley Corp. of Chicago, Il. He was general chair- 
man of the record-making Chicago DMAA convention of 
1955 (cover story September 1955 Reporter). Dave has 
gone a long way from a farm in Canada through successive 
steps, starting as a list salesman for Donnelley in Nevada, 
lowa, to the top pot in one of the country’s largest direct 
mail creative and production companies. In his outstand- 


ing kepnote address, to the most prominent producers of 


direct mail in the USA and Canada, he traced the growth 

of direct mail and of the MASA since he attended his 

first convention as a fledgling in Detroit 30 years ago. 
Dave gave a fascinating description of the improvements 
in techniques and equipment which have helped the 
direct mail production industry grow. Then, using material 
collected by the National Industrial Conference Board, 
he painted a picture of the growth in our entire economy 
projected for the years ahead . .. to the end of the 
century. At this point, we want to pick up the story in 
Dave's own words. His call for a Direct Mail Foundation 


deserves serious consideration. Although 


far apart... Francis Andrews of Boston (see 


page —) and David Harrington were think- 
ing along the same lines. The two ideas 
should be merged. A joint effort of both 
MASA and DMAA, plus others. This re- 
porter has been dreaming about it for many 
years. Maybe the time is now right. 


- IS NOT PROBABLE that what we 
now regard as our high 1956 
plateau is destined to be jacked up 
higher and higher? 

“Probable” is a big word in the 
question I just asked. We don’t have 
to grow commensurately with the 
growth of the country or of the 
economic system. There is nothing 
to guarantee that direct mail adver 
tising will grow, or that an indivi- 
dual shop will grow. If we want to 
take part in the upward march, we 
had better see the potential and 
make our plans. We must prepare 
for it as an industry and we must 
prepare as individual businessmen 
running our enterprises, 

1 think that the first thing for us 
to do right now is to take a good 
look at our problems to try to see 
them clearly. First of these prob 
lems is competition 

Do we all have clearly in mind 
just what our competition is? Let 
me point out a fact. The profess- 
ional direct mail shops of the 
country handle only 20 per cent of 
the direct mail advertising business. 
Of the billion four hundred million 
dollars, about 280 million passes 
through our shops. 

Please don’t think that the com 
panies with their own mailing de- 
partments are all concerns of the 
size of Ford Motors or General 
Electric. They include department 
stores, accounting firms, and even 
corner groceries. Most of them have 
been sold on establishing such de- 
partments by equipment salesmen 
who paint a rosy picture of how 
much money can be saved by what 
they call the easy expedient of buy- 
ing machines. “Do it yourself,” is 
the ery. 

This is our true competition with- 
in the direct mail business. Those of 
us who spend our time trying to 
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Edith Wolker 
6. L. Mazel 


Leslie Davis 


David Margulies 
John T. McKenzie 
Paul A. Murtaugh, Jr. 
Elsworth Howell 
Victor O. Schwab 
Lewis Kleid 

James P. Connell 

J. W. Cassidy 

A. P. Jurgensen 

E. Robert Rubin 

Sallie Weir 

James Dooley 

S. Arthur Dembner 
Robert L. Fenton 
Lawrence G. Chait 
Maxwell C. Ross 
Edward N. Mayer, Jr. 
Tom McElroy 
Maxwell Sackheim 


132 pages 
$7.50 


MAIL ORDER STRATEGY 


You will learn how 22 Leaders in Mail Order 
Insure Maximum Sales through the Mails 


“Wail Order Strategy” by Lewis Kleid will become one of your most valued possessions... if you 
are the person in your company who must create sales through the mails. You will have in this manual 


a constant source of inspiration. You will know how many of the real stars in Mail Order think about 
lists of all kinds, about copy, about the mailing package. 


You will be able to compere opinions and results on the important foctors tial to 


One of the things that will fascinote you about “Mail Order Strategy” is its interview technique. Lewis 
Kleid asks the questions. The practitioners give their answers. Throughout 23 chapters, Mr. Kleid 
asks nearly 600 questions. A remarkable piece of work. And profusely illustrated. For you, though, 


“hail Order Strategy” will be a memorable experience and a constant source if inspiration 


Place your order at once, if you are NOT NOW a member of the DMAA*. The edition is limited. 
You must be among first 2000 to order. So please do not delay. Clip the coupon, attach your check 
for $7.50. Your money back if not completely satisfied 

*A ember he Direct Mail Adve A eceive copy of “Mall Order 


Strategy os @ part of membershp service 


The Reporter of Direct Mail Advertising @ Garden City, N. Y. 


Send me a copy of “Mail Order Strategy” for which | enclose $7.50... . or [| bill me. 
Name Title 
Company ig 
Street 


City 
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Advertisement: 


Addresses on Labels 


220 CITIES Occupant Addresses 
maintained on Speedaumat Plates Neigh- 
borheood selection made under the direc- 
tion of “hometown personnel to insure 
compliation of only the most productive 
areas. Occupant lists give the street, city 
and state--the names of the people oc- 
cupying the residence are deleted in order 
to give the list lasting stability and high 
deliverability. You may select by city and 
by neighborhoods within each city. We 
ean eddress your envelopes or supply 
Cheshire tapes. Complete mailing services 
available here, if desired 


Business List by Categories 


LMR NEW MASTER BUSINESS LIST 12 
Categories! 1,115,000 names in all--615.00 
Per Thousand. (1) Extractors, Growers, 
Mining, Ets (2) Suppliers of Industry 
(3) Brokers (4) Manufacturers (5) Whole- 
sealers (6) Retail, average sales unit under 
$5.00 (7) Retail, sales unite over $5.00 
(8) Service to Industry (9) Service and 
Supplies to Offices and Retail Stores (16) 
Service to Consumer under $5.00 (11) Serv- 
ice to Consumer over $5.00 (12) Associa- 
tions, Schools, Government, Non-Profit Or- 
ganizations. Specific sub-divisions under 
these general categories available 

write for details. These are firms who are 
aggressive enough to advertise in the 
Yellow Pages of telephone directories 
Non-advertising firma in similar cate- 
gortes are also available. List maintained 
on key punch cards and results of your 
tests may be analyzed to indicate best 
categories, states, cities and population 
areas. Write etating your particular re- 
quirements 


Educational & Religious 


BIBLE SOCIETY STUDY COURSE IN- 
QUIRIES Active religious people Buy by 
mail. Names on labels. 14,000-shipped im- 
mediately, $1250 M. #214 
EDUCATIONAL BOOK BUYERS By 
title: Psychology, No Stork (parents of 
teen-agers), Writing & Public Speaking & 
Mise. Total 27,300--$15.00 on labels #470 
FLECTRONIC & MECH. EDUCATIONAL 
Ruyers & Inquiries, 4,000 on stencils 
all men. $1500 #2528 
PICKWICK SELF-IMPROVEMENT BOOK 
BUVYERS...150,000 on labels, $1500 M 
Typed, $1600 M._ Titles on subjects such 
as: Love, self defense, dance, fortune tell- 
ing, dreams, cards, hypnotiem, magic, ete 


Cosmetic & Medical 


HAIR BEAUTY PRODUCTS..56.000 Buy- 
ers of coemetics and hair preparations by 
mall order. 300.000 Inquiries. On labels 
Immediate fulfillment. $1350 M. #4687 

NEORO HAM PRODUCTS..Buyers & In- 
quirtes, 993,000 on envelopes or labels 
$15.00 M for Buyers $12.50 for inquiries 
List cleaned annually. 24688 

MALE HORMONE..uyers & Inquiries 
Mail order names List t# on labels 
$1500 M Buyers. $1350 M Inquiries. An 
active health list. #385 


Farm & Gardening 


NURSERY STOCK BUVERS..900,000 Buy- 
by-mall people interested in flower and 
garden work for fun. Empty envelopes 
addressed. $1500 M. #465 

seep NURSERY BUYERS 
Names cleaned constantly with non-buyers 
removed Available by states Submit 
samples for addressing. $1500 24662 

LIVESTOCK FARMERS.Buyers & In- 
quirtes. 75,000 mail order buyers of insec- 
tieides supplies ot State selection 
$250 M. Envelopes addressed, $12.50 M. On 
Addressoeraph Plates 2382 

TRACTOR PARTS PROSPECT BUYER 
Farmers 40,000 «Dealers 
$1600 M Typed. $15.00 M on labels Sub- 
mit sample for approval. #358 


Write for Additional Information 
or Free Mailing List Booklet 


0. H. ROSKAM, ADVERTISING 


1490 Grand-Kaneas City 6, Mo. - 


take accounts away from each other 
do not see the picture too clearly. 
We are simply cutting the pie that 
is already baked, unaware that a 
far bigger pie is possible. 

Fighting over accounts is futile on 
another score. The customer who 
shifts around from one shop to 
another is not generally too good 
an account for anybody. Often we 
would be better off to let him go 
where he will and concentrate on 
our really big potential, our real 
competition. 

Our second problem as I see it 
stems from a misunderstanding of 
our medium which results in a 
widely held prejudice. The preju- 
dice is given expression by the re- 
mark so often heard: “I don’t read 
much direct mail advertising. It goes 
in the wastebasket 

In the first place this isn't true— 
we know from our research and our 
results that almost all direct mail 
advertising is looked at carefully 
enough to make an impression. Of 
course if you have just bought a 
new car you will not read every word 
in an advertising piece selling tires. 
You won't be apt to read every word 
in a newspaper or magazine ad sell- 
ing tires either! 

But think of this. If you spend 20 
minutes with your morning paper, 
you read only a fraction of the edi- 
torial content let alone the adver- 
tising. When you throw the paper 
away, however, you do not say to 
yourself, “Newspaper advertising is 
no good, I just throw it away.” You 
don't even think of the paper as ad- 
vertising. You are throwing away a 
newspaper, while a direct mail piece 
is exclusively a piece of advertising 
and you are aware of what you are 
throwing away. The same goes for 
a magazine. 

What about the terrific waste of 
TV and radio advertising? Most of 
us don’t listen all the time, and 
when we are not listening or view- 
ing, what a waste of advertising goes 
on! But even if we are listening, we 
are listening to only one radio 
station or watching one TV show. 
What about the advertising repre- 
sented on the programs we are not 
paying any attention to? Yet we 
don't say, “TV advertising is no 
good”. News carries newspaper ad- 
vertising; entertainment carries TV 
advertising; direct mail carries it- 
self. It competes with nothing and 
therein lies a big part of its advan- 
tage. It makes so big an impression 
that the recipient is highly aware of 


it—even aware that he is or is not 
reading it. This must be explained 
to our prospective customers so that 


they really understand It is not 
necessary for the public at large to 
understand it. They react to our 
medium very well indeed. 

A third problem is the competi- 
tion—sometimes unfair of other 
advertising media. They like to give 
the impression that they scorn di- 
rect mail. And some people, we 
know, will throw any stone they can 
lay their hands on. One such stone 
is the epithet, “Junk Mail”. The fact 
is that competing media fear direct 
mail because it is so direct, because 
it really sells, 

In replying to other media we 
must not, however, fall into an ob- 
vious trap. We must not scorn them 
in return. We must throw no stones. 
We must merely tell how good and 
effective our medium is—and prove 
it. We must fight for our share of 
the advertiser's budget aggressively 
but fairly by seeing his problem 
from his point of view. What we 
must do is to persuade him to use 
direct mail when direct mail will do 
a better job for him than any other 
advertising—and that is all we have 
to do. 

Once we see our problems—our 
true competition, the prejudices 
against us, and the sometimes un- 
fair claims of other media, we must 
do something about solving them. 

First, we must improve our prod- 
uct. We must turn out better direct 
mail advertising than the captive 
shop is capable of. We can do it. We 
are professionals. 

Second, we must improve our 
service. We must make it more ac- 
curate and more prompt, especially 
we must meet our schedules, we 
must make good on our promises. 
This, too, we can go better than the 
captive mailing shop. It is our busi- 
ness—also our business salvation. 

Third, we must sell our profess- 
ional service with facts and figures 
to show not merely that we can 
produce a better product and render 
a better service, but also that we 
can do it cheaper in the long run. 
If a company does not know all of 
the cost factors in the operation of 
a mailing department, perhaps we 
had better point them out to him. 

Fourth, we must advertise and 
publicize our medium. At present 
we have no such program. The ad- 
vertising press of the country is 
supported by the elaborate advertis- 
ing campaigns of newspapers, maga- 
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zines, TV, and radio — all singing 
the praises of their media. Recently 
I saw a report that in a recent year 
159 trade associations spent 23 mil- 
lion dollars (over $140,000 each) to 
promote their industries in maga- 
zines alone. Nobody sings the 
praises of direct mail advertising in 
this way. 

I suggest that we do it. And | 
suggest that we start laying our plans 
right now. The MASA has a fine or- 
ganization doing its job and doing 
it on a small, thrifty budget. I won't 
dwell on the obvious fact that we 
should have a larger membership 
and should support our headquar- 
ters better. Obviously, however, the 
membership budget cannot support 
or ever hope to support an indus- 
try-wide promotional program. 

I suggest, therefore, that the 
MASA set up a Direct Mail Founda- 
tion, amply financed, to advertise 
and publicize our medium. There 
are a thousand and one activities 
that such an organization could do. 
Basically, it would assemble the 
facts on our medium and get these 
facts with all of their good implica- 
tions to the people who allocate and 
spend the advertising budgets. 

Let the direct mail business do 
what is being done so persistently 
by our competition—the newspapers, 
the magazines, TV, radio and the 
other media of business promotion. 
They tell the facts about themselves 
and their achievements. The wide- 
spread presumption must be that 
since we do not reply, we have no 
adequate reply. 

The truth is, however, that we are 
full of answers. Our rebuttal can be 
sharp and clear and as honest as 
the day is long. | suggest simply 
that we do answer, that we state the 
facts, that we bring those facts to 
the attention of everybody who 
should know them. 

You may be sure that The Reuben 
H. Donnelley Corporation will con 
tribute its share. And you may be 
sure that a host of other MASA 
members will contribute their share. 

As a first concrete step I propose 
that a Committee on a Direct Mail 
Foundation be appointed to work 
out the details of a plan and report 
back at the earliest possible moment. 

Then, when the program is 
launched, we shall stand on our high 
business plateau knowing full well 
that we are in a position to capita- 
lize on the magnificent growth the 
country seems bound to enjoy. We'll 
prosper with it. @ 


As important in papers as in pachyderms is uniform weight. 
For expert printing results it takes an utterly uniform 
sheet to eliminate light and heavy impressions on the 
same run. Fraser laboratory technicians and mill 
operators constantly safeguard weight control, by governing 
the inflow of slush pulp onto the wire, by checking 
with an electric eye scanner, and, with the Betameter 
using radioactive material, by measuring for uniform 
weight across the web of paper on the machine. Specify 
Snowland Bond or Fra-opaque. Sold by leading merchants. 


FRASER PAPER, LIMITED 


Mills: Madawaska, Maine 
Sales Offices: New York and Chicago 


i 
SEPTEMBER, 1956 53 
. 
e 


UPG RADING = Kind Of Improvement 


on't Cost You A Cent 


by John D. Yeck, Partner, 
Yeck and Yeck, Dayton, Ohio 


ect Mait 


Your articles on the idea in their advertising 


D ean Henny: 
“upgrading” direct mail are in- 


teresting and timely and many 
of the comments apply to all adver 
tising. But upgrading is a tough 
battle. You soon run into people who 
talk “economy”. So upgrading often 
becomes downgrading. 

Advertising isn’t like an ordinary 
The function of 


advertising is to help make sales. So 


business expense, 


less on advertising is nut 
Really, adver- 
tising is most economical when it 
touard a sale, the greatest 
number of potential buyers for 
given amount of money. 


spending 
necessar ily economy. 


Moves, 


And if we keep our eye on that 
we can often find ways to 
“upgrade” advertising and advertis- 
ing results without going to the 
board of directors for more money. 

It's natural to think of “upgrad 
ing” advertising in terms of more 
larger size, more circulation, 
better art, ete. That is, more adver- 
tising firepower, But the greatest 
opportunities for upgrading may be 
found in better aim 


objec tive, 


olors. 


A .22 rifle, aimed right, can bring 
home a lot of game while an atomic 
cannon, badly aimed, merely flattens 
the landscape. Badly aimed adver- 
tising (and there’s a lot of it) is 
waste, Increasing the amount or size 
or colors or art cost simply increases 
the waste. 


And here's the beauty of 
Well-aimed advertising will bring 
better returns, often without raising 
the cash outlay one cent. How to 
upgrade through “better aim”? 
There are lots of possibilities. Here's 
a handful: 


1. Constantly refine your audience. 
Look for the highest percentage of 
good prospects, It's better to make 


five visits to LOO good prospects than nore 


to visit LOOO poor prospects once. 
2. Match your message to your 
prospects’ needs or wants, Put your- 
self in the other fellow’s shoes. 


3. Anchor your advertising to your 
sales stratezy, not to clever techni- 
ques. Advertising is selling. If yours 
fails to help your sales force sell, 
I'd call it “badvertising”. 


4. Don't stop with the original sale. 
“A sale isn't finished until the buyer 
is a satished friend”, so be sure 
your advertising is good for users 
as well as prospects. 


5. Constantly improve what you say 
and how you say it. 


Let's look at them one at a time: 


Refine Your Audience 


This just means you should spend 
most of your time talking to those 
who are your best prospects. Hardly 
a world-shaking thought, but its sur- 
prising how many businessmen ig- 


. especially direct mail. 

They jump all over a salesman 
who spends his time with non-pros- 
pects, but spend good money to put 
printed messages in front of folks 
who aren't interested in their prod- 
ucts at all. 

“If size of circulation was every- 
thing”, one magazine recently point- 
ed out, “all advertisers would use 
skywriting”, and the analogy holds 
down through general magazines, 
business papers, trade magazines and 
even to the most selective of printed 
direct mail. But too many 


“ 


media, 
advertisers, trying to be 
cal”, cut down the completeness or 
dignity of the message, in order to 
reach more people. They forget that 
it is not the cost-per-impression that 
counts, but the cost-per-sale. 


on paper or ink, They 
printer. They 


They “save” 
use a “less expensive” 
“don't want to spend a lot of time” 
on the message. They cut the cost- 
per-impression all right, but some 
times it costs them the sale. 

It’s less expensive, less dangerous 


Reporter's Note: We con olways depend on 
John Yeck of Yeck and Yeck (agency), Tel- 
bott Bidg., Dayton 2, Ohic, to come across 
with sound solutions for any knotty prob- 
lems. He has outdone himself in this cose. . . 
and has helped us to overcome any suspicion 
extrovag The suggestions here 
matter how large or small the volume) . 
end they can bo put to werk wither? 
ing «@ cent. John is o former president of the 


Code of Ethics. He hos oppeored many times 
in The Reporter ond his bockground wos 
described in the November 1952 cover story. 
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Mail Advertising Service Assn. ond served 
Assn. boord of directors. He headed the 
subcommittee which cuthored the DMAA 


and a darn sight smarter to “refine 
the audience”. Then you can invest 
more per person in your visits to 
fewer, but better, prospects. The 
trickiest, most colorful, most beau- 
tiful award-winning advertising is so 
much trash unless a real prospect 
reads it, anyway. Your audience is 
every bit as important as what you 
say, so be sure yours is the best 
you can get. 

One of the great advantages of 
direct mail is its selectivity. To pro- 
fit from that advantage, you must 
use it. So make your list truly selec- 
tive. 


Put Yourself in The 
Other Fellow’s Shoes: 


We want to remember, too, that 
this “selectivity” is a two-way 
street. While we take the first step 
in selecting our audience, our pros- 
pects take the important step. They 
decide whether they'll read what we 
have to say and whether they'll act. 
They “select” us . . . or not. 

They'll only read our stuff if they 
want to; they'll only act if they want 
to. We'll never force them to buy 

. but we do have a great oppor- 
tunity to present an offer, or “prop- 
osition”, which will make them want 
to select us. And if our proposition 
is to be effective, we must present 
it from our prospect's point of view, 
not ours. He will always judge it 
from his point of view. So, if we 
want to “upgrade” our proposition, 
well make sure that it appeals to 
him. 

A few years ago | was walking 
down Madison Avenue when | saw a 
haberdasher’s shop with unusually 
low show windows. Instead of start 
ing about three feet above the side- 
walk, the floor in these windows was 
only 18 inches in the air. As | came 
near, a midget—a very little midget 

only about three feet high himself, 
came buzzing down the street. His 
eye caught the low-down windows 
and he stopped short (hmmm) to 
take a look. I wish I'd had a cam- 
era! Show windows for midgets! 
How these New York shops do spec- 
ialize! 

Of course, the low show windows 
weren't really designed for midgets, 
but they selected midgets. If the shop 
had specialized in clothes for short- 
ies, they couldn't have thought of a 
better way to “advertise” the fact. 

Easy, isn’t it? If you design store 
front to sell to midgets, you “put 
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yourself in the midget’s shoes” and 
the very first thing you do is lower 
the show windows. Then midgets 
are automatically more interested in 
what you have to sell and other peo- 
ple are less interested. By something 
you did, your prospects “select” 
themselves. Well, your advertising is 
your printed show window. If you 
“put yourself in the other fellow's 
Bnd when you write it, you'll write 
it at his level. 

I'll venture a guess, Henry: There 
is no area in direct mail with more 
opportunities wasted than this one. 
People are constantly trying to sell 
by mail, but that isn’t what is done. 
Good mail order and good direct ad- 
vertising, gets prospects to buy. 

It's easy to upgrade the proposi- 
tion and it costs nothing. Usually, it's 
only a matter of looking at the same 
thing in a different way. The old 
story of selling benefits instead of 
features of telling the reader 


what the product or service will do 
for him. 

I'li say this: Unless a reader knows 
what your product or services will 


do for him, he will not buy. So you 
might as well tell him. The best way 
to know what to tell him is to put 
yourself in his shoes . . . look at the 
proposition from his point of view. 


Anchor Your Advertising To 
Your Sales Strategy 


If you're a copy buyer instead of 
a copywriter, you can do a pretty 
good job of “pre-testing” by giving 
copy the “other shoes” test. Instead 
of reading it in your office, have the 
copywriter mail it to you at home. 
Tell him to address the envelope to 


the prospect, c/o you, (Mr. Small 
Town Bank President, c/o Your 
Name). Then, before you open the 


envelope, put yourself in the other 
fellow’s shoes. |magine yourself in a 
small town bank, or wherever. Then 
read the copy. How does the prop- 
osition sound to you? 


Advertising is selling. Advertising 
seldom completes the sale . . . but 
unless it moves the prospect toward 


a sale, it might as well stay in bed. 
We have a lot of trouble keeping 
“direct mail” straight. So many peo- 
ple think all direct mail is “mail 
order”. "Taint so. Most direct mail 
is “selective advertising”. 

Yet, in plant after plant, you see 
the sales force galloping in one di- 
rection, the advertising in another. 
Advertising sets up the pins, the 
salesmen wait to bowl in another al- 
ley. Too many inquiries are just as 
hard on the sales force as too few, 
but not many advertising department 
copywriters pay any attention to 
that. They want “results” from the 
ad or mailing . . . and inquiries, or 
even “comments” as results. 


It's an occupational hazard. Ad- 
vertising men tend to be “clever”, so 
they admire unusual “technique”. 
They think in terms of formats, lay- 
outs and types of advertising. They 
see a successful cartoon campaign, 
so they try cartoons a prize 
winning series of gadget letters— 
that’s for them. 


“Awards” and accolades unwitt- 
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ingly help this attitude along. Judges 
(or magazine columnists) judge 
technique. They must. They don't 
know the sales strategy behind the 
copy. When advertising students, (or 
copywriters or artists or bosses, for 
that matter) clip-and-file outstanding 
ads, they often pick them for tech- 
nique alone. Even Dr. Starch only 
tries to find out how many read the 
ad. He doesn't ask whether it in- 
fluenced them to buy. 

How to “upgrade” here? Simply 
be sure, as many companies do, that 
the sales strategy is well known to 
the whole advertising department 
(not just the advertising manager) 
and to their advertising agency. The 
National Cash Register Company, 
for example, has a “summer school” 
for salesmen. Every NCR salesman 
spends at least 4 weeks at camp, iso- 
lated from everything but “How to 
sell NCR products”. Advertising 
copywriters go to the same school, 
the same classes. They learn the 
whole NCK sales story. Consequent- 
ly, they know more about the sales 
problem and are expected to keep 
on the sales track when they write. 

At Yeck and Yeck we call this 
“sales-centered advertising”. It starts 
with the sale in mind. It’s the only 
kind that counts. 


Be Sure Your Advertising 
Is Good For Users As 


Well As Prospects 


Another opportunity for easy “up- 
grading” is in broad advertising 
planning. Advertising should be 
planned to keep customers as well as 
to win them .. . even if the cus- 
tomers are pretty much one-time 
buyers. 

Sellers of homes, large appliances, 
or other items that are purchased 
only once or twice during a lifetime, 
usually drop their customers like hot 
potatoes once they make the sale. 

All wrong. Every user is a “cen- 
ter of influence” for other prospects 
and the influence of users is greater 
than the influence of any kind of 
advertising . greater, often, than 
the influence of salesmen. Katz and 
Lazarfeld, in their recent study of 
personal influence on consumer pur- 
chases, have some pretty powerful 
statistics on this point, but we all 
know how often we check with cur- 
rent users before buying machinery 
or industrial products. The success 
of testimonial advertising ought to 
testify to that. 

We've often said, at Yeck and 


Yeck: “A sale isn’t completed until 
the customer is a satisfied friend.” 
When he is, he generally joins your 
“sales force”, too, and his state- 
ments carry conviction, so continual 
contact with users is a good idea. 


Salesmen are sometimes guilty of 
“dropping” a customer once he has 
started to buy and most customers 
are a bit resentful when they get 
less attention than prospects. The 
same thing is true in advertising. 
Some of your advertising dollars 
should be aimed at keeping cus- 
tomers. It’s another easy way to up- 
grade. 


Say It Better 


Of course, a fifth easy way to up- 
grade is to improve your copy. Any 
one who has ever been able to meas 
ure the effect of advertising on sales 
knows how important this is. You 
can upgrade direct mail with better 
paper, finer printing, more colors, 
etc., of course . but the broad 
road to results is in what you say 
and how you say it. 


This means better writers, not 
from the “literary” point of view 
necessarily, but writers who are bet- 
ter at getting points across. Simple 
writers (you know what I mean), 
rather than complex. Writers with 
imagination, for that trip in the 
“other fellow’s shoes”. Writers with 
business sense, so they grasp the 
problems of selling. Writers who 
understand practical psychology, so 
their words will move others. 


I've written and talked a lot about 
copy in the past, and there isn't 
room for much about it here, but I 
will toss in a handful of words to 
think about when you write or look 
at copy: 


Understandable Persuasive 


Interesting Convincing 


Believable Friendly 


Enthusiastic 


just think of those next time 
you want to upgrade copy. You'll 
see your opportunities. 


Now I've tried to give you a few 
easy ways to upgrade. None of them 
cost money. Any one of them can 
make money for you, by improving 
your advertising results. That's the 
kind of tips I like. Maybe you do, 
too. @ 


The only 
concern in the United 
States specializing in 
the manufacture of rag 
fiber Onion Skin and 
Manifold papers. 
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duces Typing, Mailing 
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BUSINESSMAN should take 
Abraham Lincoln's 
sage advice . “If we could first 
know where we are and whither we 
are tending, we could better judge 
what to do and how to do it.” 

No doubt Mr. Lincoln was talking 
about the economic conditions of the 
United States back in Civil War days. 
wasn't talking about 
your business or ours—or an adver. 


| ‘VERY 
4 heed of 


Certainly he 


tising program—or a direct mail 
campaign——but he very well could 
have 


A knowledge of where we are and 
where we are going translated into 
clearly defined, realistic objectives 
are as essential to the business of 
printing and direct mail as they are 
to any business, be it toys or textiles 

foods or funiture department 
stores or diaper services — air condi- 
itioning or advertising agencies. 

Too frequently objectives and pre- 
paration for the future are either 
postponed because current problems 
and day by day activities seem to 
take up all available time, or be- 
cause they are completely disregard. 
ed as essential to business success 
and longevity. 

Statistics show however that only 
4 out of 10 businesses “born” 25 
years ago are in existence today 
Yet most individuals born a quarter 
century ago can be found very much 
alive in 1956 and can be expected to 
live for many more years. This, per- 
haps, is the result of applying medical 
and scientific knowledge and good 
common sense—call it personal 
planning, if you will-—to our daily 
lives. It might be worthwhile, then, 
to apply the same common sense to 
our business. Give it an annual 
check-up, reflect on its state of 
health, and put to use all of the 
modern, yet tried and proved, means 
of maintaining good business health 


and prolonging its life. 

Start out by asking yourself, 
“What do | hope will happen to my 
business and to me by the end of the 
year?”. However, don't accept the 
answer, “Il want to make a profit”. 
Don't settle for the rather vague con- 
clusion, “I want to increase my sales.” 
Obviously you do. But get down 
to basic, elementary facts . . . Exactly 
how much business in dollars and 
cents (or units or whatever) do you 
want to do. 

If you're a local printer for ex- 
ample, in what geographical area do 
you want to do business? Phila- 
delphia? Camden? Greater Phila- 
delphia trading area? Eastern Sea- 
board?, ete. And to what degree in 
each area? ... Do you want to in- 
crease your volume through addi- 
tional sales to present customers 
or from new customers or from 
both? And by what percentage in 
each category ... In what categories 
of business—Adverfising Agencies? 
Manufacturers? Retail establish- 
ments?. ete. And in what phases of 


Whither Are We Tending?” 


by Jerrie Rosenberg, 


Lavenson Bureau of 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Public Relations Dir., 
Advertising, Philadelphia 


your own business Catalogs? 
Brochures? Booklets?. etc. And if 
you provide more than one method 
of printing, for example, to what 
degree do you want to increase your 
volume in each, and so forth and so 
on. 

An analysis such as this gives one 
a pretty good idea of where he is 
and “whither he is tending.” Then, as 
Mr. Lincoln 
better judge what to do and how to 
do it.” 

To arrive at objectives you set 
you must have the means of getting 
there. One essential is the creation of 
an organizational structure and the 
development of competent people to 
man it, 

Once the organization is “built”, 
consider the importance of “com- 
munications” within it. The larger 
the organization, the greater the need 
for good “communications”. But 
even if you 
employees, don’t underestimate the 
importance of “communications”. It 
may seem unbelievable, but you and 


suggests: “you can 


have one or two 


Reporter's Note: Jerrie C. Rosenberg is vice 
president and public relations director of 
Levenson Bureay of Advertising, 1212 
Chestnut Philadelphia 7, Pa. She rose 
through the ranks from “boss secretary” to 
her present spot. The thoughts appearing 
here are the highlights of o tolk she made 
at the Merch meeting of the Philedelphic 
Direct Mail Club. We liked it so well thot it 
hos been held for this special feature issue 
on upgrading. Without knowing where you 
ore and where you ore going... it is 
dificult to do any intelligent planning. You 
will get some good ideas from this intelli- 
gent presentation. 
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CLEAN AS TODAY’S HAMMERMILL BOND. W hen it comes to bathing, this 
young lady has nothing on Hammermil! Bond. Every bit of pulp that goes into 
any Hammermill paper gets a final bath through centrifugal equipment that 
whirls remaining impuritics out of the pulp — equipment that Hammermill 
spent a half million dollars to invent, develop and install. This extra step makes 
Hammermill Bond cleaner than ever. Another -yet 

reason why Hammermill Bond prints better, types 

better, looks better. Hammermill Paper Company, BOND costs no more 
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your associates may not be in agree- 
ment as to what their specific jobs 
are, because you have never “com- 
municated™ your ideas to them. As a 
result of such misunderstanding, the 
overall standard of performance of 
your company may suffer. It’s im- 
portant of course that you know what 
the foreman’s job is, for example, 
but it is absolutely essential that he 
understand what you think his job 
is. 

As an illustration, take the case 
of a company whose sales were down 
20%, when the industry was 27% 
ahead. Upon investigation and coun- 
seling with top management, it was 
found that poor sales reflected an un- 
healthy internal operation. To get to 
the root of the trouble, the president 
made up (for the first time in the 50 
year history of the business) an 
organizational chart and defined very 
clearly what he knew to be the job 
of each key person. If every one had 
been doing what he was supposed 
to be doing, the business could not 
possibly have been in the shape it 
was. 

A survey was then made among 
key employees to find out what they 
understood their spec ifve jobs to be. 
The results were startling. Here is 
just one example: The treasurer (a 
man who had been with the company 
30 years and was on the board of 
directors) had as his non-corporate 
duties, complete charge of all pricing 
and, according to the president, was 
office manager. In answer to the 
question, “What is your specific job 
or responsibility in this organiza 
tion?”, he replied, “I sign checks.” 
Further probing revealed that he did 
“some pricing and processing of or- 
ders” and that he thought he was 
supposed to be office manager but, 
“Mr. seems to handle that him 
self.” 

Obviously, this company——or any 
company for that matter—cannot 
grow, much less survive, when people 
don’t understand, or have never been 
told, or more important have never 
themselves set down in writing a 
description of their jobs. 

Once you put your house in order 
and begin operating at top perfor 
mance, take a good long look at your 
public relations. For public relations 
like good 


procedure is not something designed 


business planning and 
for or necessary to only big business. 
It applies to all businesses and it's 
one of the most important of all a 
tivities in which a business (or in- 
dividual) engages. It is, as the ex 
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perts have defined it, “Good per- 
formance publicly appreciated” . . . 
“doing well and getting credit for it” 

“the art of putting one’s best 
foot forward.” It is in essence your 
relationship with people inside and 
outside of your organization whether 
you're a printer or lettershop opera- 
tor—an advertising agency or retail 
store—big industry or small busi 
ness; you must continually put your 
best foot forward and strive for pub 
lie recognition and approval of your 
good performance. But you can’t talk 
about something you haven't got... 
You can't expect recognition of good 
performance if you aren't perform 
ing well 
great guy won't make you one. Pra 


Just saying you're a 


tically every business has competi 
tion—and competition usually offers 
your public the same tangible com 
modities that you do, 

Once again, let’s take a printing 
company for example. The odds are, 
ill printers have the same kind of 
maybe even the same makes. 
They have, for all intent and pur- 
poses, the same type faces, the same 
inks, the same paper. Why, then, 
should an advertising agency, for in- 
stance, give a job to your company ? 
If it’s just for the temporary financial 
advantage you offer, then your busi 
ness foundation isn’t very solid, Let's 
go one step farther. Why should your 
employees work for you instead of 
your competitors ? 

Obviously, there are dozens of 


presses 


reasons why people should do busi 
ness with you and work for you 
These organization, 
good basic business policies, good 
performance in a variety of areas. 

Every day for you and for us and 
for every business in the world the 


ine lude good 


king—the customer—dies and with 
him dies a little bit of your recogni 
tion, goodwill and business. And, of 
course, there arises a new customer 
who never heard of you, hasn't the 
remotest idea what you do, what you 
stand for—or how he can benefit 
from doing business with you. 

It is perhaps too obvious to men 
tion that before we can convince our 
associates and our publics of the 
merit of our company’s objectives, it 
is essential that we first have a clear 
understanding of them ourselves. It 
is for this reason that | emphasize 
that the continuous recognition which 
is so essential to your business in 
volves performing well, which in turn 
necessitates an awareness of where 
you are and “whither you are tend 


ing”. @ 


FOR DEALER HELP CAMPAIGNS — 
THAT REALLY HELP DEALERS 


call ar write ta... 


AHREND 


ASSOCIATES, INC. 


601 madison ave 


new york 22, n.y. 


LETTERHEAD 
BEEN ANALYZED 


Send us your Lett 
TO-DAY for scientific analysis. 
You'll receive constructive 
ideas and samples of the 
New Woodbury Letterheads 


weite TO 
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WOODBURY CO. 


CHADWICK BOUARE 


WORCESTER 5,MASS. 
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APPRECIATE THE UPGRADING 

of advertising accomplished — by 
motor freight carriers, one must first 
understand a little about the com 
position of the industry 

Although the American trucking 
industry is the nation’s second larg 
est (farming first), operating some 
ten million vehicles and directly em 
‘ploying seven million people, fewer 
than three thousand companies are 
designated “Class I” carriers. These 
Class | carriers are so designated 
because their annual gross revenues 
exceed $200,000, Only a “handful” 
have revenues in excess of a few mil- 
lion annually, Henee it is readily ap- 
parent that motor freight carriers 
are, in the very real 
business, 

Motor freight 
whom are operating businesses they 
within compara 


sense, small 


carriers, most of 
themselves started 
tively recent years, have shown (until 
very recently) litthe awareness of any 
real advertising knowledge. And, be 
cause their gross volume is small 
they have not, as a group, been ap 
pealing to advertising practitioners. 
Therefore, they've had a rugged pro 
motional struggle almost entirely on 
their own. Further, their rates are 
fixed by. the Interstate 
Commission and they must, there. 
fore, sell with intangibles. So handi 
capped, it is not surprising that sales 


promotion hogged down and floun 
dered 

Recognizing the need for an inter 
‘ hange of information and experience 
related to the techniques of business 
getting and for the purpose of provid 
ing leadership, the American Truck. 
ing Association established a Busi 
ness Development Section, which was 
broadened in later years as the Cus- 
tomer Relations Council. As one of 
its important member services, the 
Council offers advertising guidance 
and help. Still, as recently as 1952, 


How An Industry Climbed 
Out Of The Cellar... 
With Direct Mail 


by Harry Liebschutz, Assistant to the 


Chairman, ATA Foundation, Washington, D 


annual advertising exhibits consisted 


almost entirely of sales imoentive 


“gimmicks” and give-away items, 
name-stamped pencils, pens, bridge 
score pads, match books, a range of 
sporting and appliance “bonus” items, 
girly calendars, and the like. Even 
Christmas cards and gifts were in- 
cluded and exhibited as advertising. 
Not more than a smattering of real- 
istic advertising approaches, media 
use or direct-by-mail was in evidence 
at that time and those that were, 
were incredibly amateurish. 

It was quite clear that know-how, 
budgets, programs and plans were 
almost non-existent and equally clear 
that Council members were aware of 
the lack and sincerely wanted guid- 
ance. 

Considerable emphasis was placed 
on the subject during the Spring 
meeting of the group meeting in 
Houston in 1952, and at that session 
the purposes and objectives of adver- 
tising were discussed, as were tech- 
niques and the varied media. Costs 
and program planning were taken up 
and examples of a great many com- 
pany advertising tivities were eval- 


uated and analyzed. Attention was 


also given to building understanding 
of the objectives of advertising, pub- 
lic and customer relations, sales in- 
centives and how to use them, as well 
as give-aways. Major emphasis cen 
tered on advertising basics and con- 
siderable attention paid to developing 
opportunities 


recognition of the 
potential in direct mail and trade 


paper use. 

The following year, an annual 
awards competition was set up and 
recognition made for the best overall 
program, direct mail campaign, direct 
mail piece, sales letter, trade paper 
ad, etc. Interestingly, the material 
submitted was superior in many ways 
‘o that in evidence the preceding 
year. Few give-away items were in 
evidence, and it was quite apparent 
that a number of those submitting 
had employed professional help. In- 
sidentally, your editor, Henry Hoke 
was one of the judges and, as well, 
a principal speaker, delivering an 
exceptionally fine talk on you-know- 
what advertising technique. 


Year after year, the quantity of 
advertising submitted has increased 
and its quality decidedly improved. 


Reporter's Note: | first met Henry Liebschutz 
in 1953 when he wos president of his own 
advertising agency (Advertising, Inc. —found- 
ed in 1946) and we both served as judges 
for the Sales Promotion Contest of the Amer- 
icon Trucking A roth conventi ot 
Belleair, Florida. Two yeors loter, we again 
served together on the Board of Judges. 
later thet seme yeor, Henry took a sab- 
batical leave from his agency to join Walter 
Belson at ATA (1424 Sixteenth St, N. W., 
Washington 6, D. C.) as assistant to the 
cheirman of the ATA Foundation, Inc, an 
offiliate which carries on programs of pro- 
ion, ond research. | asked 
Henry Liebschutz whether he could confirm 
ovr own observations about what had hap- 
pened to on entire industry os a result of 
efforts to upgrode. His report should be an 
inspiration to all association officers whose 
members need the same kind of up-by-the- 


bootstraps encouragement 
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of New York, Inc. 
595 Medison Avenve 
New York 22, New York 


George R. Bryant 
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a= selling by mail du youdo...if you've been 
millions These four have 
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Here’s the long and 
the short 


of Quality Duplicating 


A BUSINESS DECENTRALIZES, the impor- 
tance of communications increases 
Company announcements, memos, sales 
letters, inatruction sheets—25 here, 500 
there, 150 copies today, 2000 copies to- 
All aimed at keeping your staff 
currently informed 

How to make sure all this information 
First, make it neat and 
easy to read. That means using yaper 
made just for duplicating machines: Ham- 
mermill Mimeo-Bond and Hammermill 
Duplicator 

Hammermill Mimeo-Bond is made 
specially for stencil duplicating machines 
Its new, firmer surface resists linting even 
helps you pro- 


morruw 


gets attention 


at high running speeds 
duce up to 2000 clear, sharp copies from 

air-cushion” 
that annoying, 
messy transfer of ink from one sheet to 
the back of the next. And Hammermill 


a single stencil, Its unique 
surface minimizes set-off 


Mimeo-Bond is now brighter than ever— 
gives you even better looking copies 

New Hammermil! Duplicator is spe- 
cially made to give outstandingly bright 
copies with Azograph or spirit duplicating 
machines. You get fast, trouble-free pro- 
duction without strike through. Hammer- 
mill Duplicator colors are alkali resistant, 
will not change when used with the 
Azograph process 

For color signal systems get Hammer- 
mill Mimeo-Bond and Hammermill 
Duplicator in colors that match those of 
Hammermil! Bond and Hammermill 
Bond Envelopes 

If your duplicated copies don’t suit 
you, maybe you'll get some helpful ideas 
from our free idea-books, “Duplicator 
Facts” and “Better Stencil Copies.” 
Write on your business letterhead. Ham- 
mermill Paper Company, 1621 East 
Lake Road, Erie 6, Pennsylvania 


Hi A M M E R M | .. FOR BETTER COPIES FROM 


OFFICE DUPLICATORS 


DUPLICATING PAPERS 


Today, members of the Council are 
producing exceptional sales letters 
and mailing pieces. Trade paper ads 
have the distinctive touch of experi- 
enced ad writers and many are truly 
outstanding. In 1952 most of the 
printed pieces looked like they had 
come from junior’s little play-printer 
set. Today, good quality printing, 
good paper, two, three and even pro- 
cess colors are in use and tricky folds 
and elaborate brochures are becom- 
ing the rule. 

In only four years, the strides this 
industry has made in advertising ac- 
complishment have been phenominal. 
And, although there may be no rela- 
tionship at all in the fact, industry 
sales figures and profits are climbing 
continually. 

Perhaps it is permissible to editor- 
ialize at this point. Despite the aver- 
age person's shorter-than-ever work- 
week and, consequently, more leisure 
than has been enjoyed in any other 
times the fight for consumer 


ADVERTISING COM. 


PETITION 1S ON 


attention has never been as competi- 
tive. Between the hours of work-end 
and sleep we must cram in time for 
family and friends, food, chores and 
pleasures, TV, phonograph and radio, 
newspapers, magazines, books, mov- 


ies, plays and mail. And every day 
there seems to be more of each. One 
thought emerges clearly: 

An advertiser can expect only secant 
attention within this barrage of com- 
munications. Advertising has an ever- 
shrinking fragment of time in which 
to do its job. Only the most effective 
promotion can be properly productive 
and that promotion will more than 
likely from the skills of the 
professional. It will come from the 
combined effort of craftsmen, and 
from an up-to-the-minute knowledge 
of media and techniques . . . gleaned 
from experience, research and with 


come 


the guidance and continual close con 
tact with leading publications in ad- 
vertising, promotion & sales fields. @ 
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Did you ever wonder why some direct mai! programs succeed, 
while others fall flat on their face? 


The problems confronting each can be the same. The same 
“tools” are available to both. Yet, success for one, 
failure for the other. Why? 


Success, we believe, lies in an intangible called JUDGMENT . . 
knowing when to do what, and how to do it under given 
circumstances; knowing what approach to use, wha? offer, 
what “vehicle”, what action to go after. More than any 

other element, judgment makes the difference between the 
program that gets maximum results and the one that 

barely gets off the ground. 


Why not let an organization with 35 years of successful 
Direct Mail experience apply its mature judgment to your 
direct mail. You'll find, as have many others*, that it pays, 
in dollars and cents, to consult a specialist 


THE BUCKLEY ORGANIZATION | ADVERTISING - DIRECT MAIL « SALES COUNSELLING « since 1921 


Philadelphia National Bank Bidg , Phila. 7, Pa, Rittenhouse 6-0180 


(Exclusive Philadelphia member of the TRANSAMERICA ADVERTISING AGENCY NETWORK) 


duPont deNemours & Co, inc International Business Machines 1. Lippincott Co 

Corp . Clectric Typewriter Minneapolis Honeywell Reguistor Ca 
Kiplinger Washington Agency RCA Victor Radios 
Westinghouse Electr Corp 


*American Froends Service Committee 
Atlas Powder Company Farm Journal 
The Conard Pyle Co Frankia Research Co 
Consumers Research. inc Hardwick & Magee Co Lester Piano Mig Co, inc 
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rey? THE MANY PROPLE who have 
| been living with the problem of 
polishing and refining advertising 
techniques throughout 
post-war years, it 
ineredible that the na- 
tion's largest industry has 
just started developing modern pro 
motion methods. 

Motor freight transportation, one 
of the most dynamic industries in 
America, has been sleeping at the 
throttle when it comes to selling its 
services to shippers with top-grade 
advertising and sales follow-through. 


and selling 
the past 
may seem 


eles en 


ond 


Things are beginning to change, 
however. 
Many of the larger truck lines, 


together with some of the more pro- 
gressive smaller ones, have stepped 
forward with advertising programs 
that could hold their own in competi- 
tion with any other leading indus- 
try. And all of this has come about 
in a very few short years. The re- 
sults so far have had a definite up 
grading effect, both within the truck. 
ing industry and with the thousands 
of shippers who use trucking serv- 
ices. 

Up until just recently the entire 
advertising efforts of the great maj- 
ority of truck lines consisted of an 
occasional cheaply-prepared mailing 
piece, decorated with a couple of 
truck photographs, and a map, sent 
out to a list of businesses who might 
be shipping freight. The idea seemed 
to be: “Show ‘em you've got a truck 
and where you can go, and they'll 
take it from there”. The sad part is: 
Most busy shippers did just that 
they took it out of the mailbox and 
dropped it in the waste can. Since 
these pieces were seldom addressed 
to an individual, the chances are 
better than 100 to one that the per- 
son in charge of shipping didn't 
even get the privilege of doing that 
much with it, 


Mail 


Not long ago, some of the more 
progressive trucking company own- 


ers began to recognize the backward 
status of transportation advertising. 
They sensed, too, a coming period of 
sharp competitive selling which they 
must be prepared for with a sea 
promotion program. It was 
then that truck lines began to employ 
promotion 


soned 
advertising and sales 
specialists for the first time. Compan- 
ies such as Consolidated Freight- 
ways, Pacific Intermountain Express 
(P.LE.), MeLean Trucking Com- 
pany, Akers Motor Lines, and others 
inaugurated advertising departments 
to apply modern promotion methods 
to selling motor freight services. 
Several problems pec uliar to the 
trucking industry cropped up in the 
early planning of programs by 
truckers. Here are some of the ele- 
ments that had to be considered: 


1, All 
motor freight 


interstate “common carriers” of 
(those available for trans 
porting practically any type of freight, 
from lipsticks to jet engines, in quantities 


from a shoe box full to a trailer load) 


are limited to a certain well-defined area 


Direct Mail Meets The 
hallenge of Competition 


by John Dear, Advertising Mar., 


Allstate Insurence Co. 


Atlanta, Ga 


of operation by the Interstate Commerce 


Commission. This means pinpointing 
shippers and receivers whose goods move 


within that area. 


2. In every business organization, there is 
usually only one person who has final 
say on how the goods are shipped. This 
person might carry the title of “trafhx 
manager” or shipping supervisor in a 
large firm, but in others, he usually han- 
dies this function as a collateral duty. 
It could be the president, treasurer, stock 


‘ lerk, 


or most any one. So the individual's name 


purchasing agent, office manager, 


is very important. The fact that the 


range of education, living standards, and 
social levels of these people is so broad 
was also taken into consideration in plan 


ning format and copy. 


3. Since the sales pitch must be different 
for certain customers, it is important to 
know whether he is a shipper or receiver 
of the goods, whether his shipments are 
large or small, and what general type of 
freight he deals with. 


Next, these fellows had to figure 
out how to pitch the advertising to 


Reporter's Note: Here is further confirmation 
on what upgrading hos done in the trucking 
industry. If upgrading can work wonders 
in promoting on intangible like truck trans 
portation . . . think of the possibilities in 
more tangible ventures. At the time we asked 
eward-winning John Dear for his opinions, 
he wes handling direct mail for Akers Motor 
Lines of Art . He tly b odver- 
tising manager of Southeastern Zone for 
Allstate insurance Co. with offices ot 1401 
Peachtree N. Atlanta 9, Go. He will 
continue to crusade for better direct mail 
in his new field. He'll have the best wishes 
of all his friends. 
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get maximum readership and res 
ponse. The following factors made 
up the prime considerations on that 


score: 


LCC. defines the scope of 


lL. Although 


operations in which a motor carrier can 


operate it seldom grants exclusive rights 
in an area to one line The result is that 
over the more lucrative routes, a dozen 
or more carriers may compete for the 
available business, and often several lines 
in an area will have practically identical 
characteristics on size, type of equipment, 
terminal locations, ete. Se, what do you 
sell a customer on when your competi 
tion is so near equal that if the identifi 
cation markings were removed from the 
trucks no one could distinguish between 


them 


2. Nobody buys motor freight service by 
mail order. What can the advertising a 


complish? 


3. Like most other businessmen, shippers 
are short on time for reading advertising 
messages. How do you get his attention 
from the other matters at hand, and then 
what do you tell him that makes him feel 
it was worth the time to read it? 

Most of these things just men- 
tioned, and the others to follow, may 
seem so elementary that they are 
trite for many advertising people. 
But for an industry like motor truck 
ing. which had matured so rapidly 
that it had to run before it knew 
how to walk, this was all new stuff. 
When “hard-sell” set in almost over 
night due to aggressive competition, 
not only from within the industry 
itself, but also from other forms of 
transportation, truckers had to try 
to flex muscles it hadn't even de 
veloped. 

After setting up these and other 
factors for consideration, leading 
motor lines started to move forward. 
It is quite obvious that direct mail 
had to be the prime medium to 
reach such a selective market. How 
ever, since mail advertising cannot 
perform two very important tasks in 
transportation—write the order and 
give individualized attention to each 
shipper’s problems it works hand 
in hand with the sales representatives 
of the company. 

In my company the advertising- 
sales program is conducted along 
very basic lines which are, in brief: 


1. Our mailing list of 12,000 names 
is kept meticulously up-to-date and 
is classified through the use of tab 
bed addressograph plates. Each of 


SEPTEMBER, 1956 


THROUGH 


DIRECT MAIL 


' Like ‘most any business, an airline is constantly working to convert pros- 

| pects into customers — paying passengers. And that’s why TWA uses direct 

| mail... created by the Hickey Murphy Division of James Gray, Inc... . 
to get early reservations for group travel to conventions and meetings. 


Hickey Murphy's thorough understanding of TWA’s services . . . plus its 
ability to “talk” the prospect's language . . . and its specialized knowledge 
of copy, layout and production . . . keep TWA Convention Sales on the beam. 


Learn for yourself how the creative services of Hickey Murphy can work 
for you. Send today for your free copy of How To Put Action Into Your 
Direct Mail—and ask to see the case history file. 


216 East 45th Street 
New York 17, Y. 
JAMES GRAY INC. 
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CONSULT us For Lists of Individuals of Above 
Average Intelligence, Culture And Or 
Income. 


Mailers seldom consult Walter Drey, Inc. when they need easily located 
mailing lists. But, they place many orders with us for 
these lists in appreciation of our “low price policy” on 
“difficult to get” lists which have to be located and 
developed. 


To illustrate—An important mailer needed Selected V.L.P.'s at home 
addresses outside of the U. S. A. Our Research located 
and imported, by air mail, recently published 1956 
Directories. Satisfactory results from the original mail- 
ing brought us a 100,000 name continuation order. 


Another mailer, selling a $250.00 set of books, needed worthwhile leads 
for his sales staff and asked for recommendations. We 


presented the facts and successful experiences of others 
with Individuals of Above Average Intelligence, Culture 


and Experience. The test order was placed. 


A successful Life Insurance Agent buys each month certain types of 
names from us that by his own experience proved ter- 


rifie leads for his staff to call on and close. 


A Public Relations Counselor needed addition! names of a certain 
quality to receive a report issued by the staff of an im- 


portant University. We filled the order. 


A University Press, located on the Pacific Coast, needed a particular 


type of individual to receive their mailings. Although 
their envelopes had to be shipped back and forth for 
3,000 miles, it was advantageous that they deal with us. 


A Prominent Investment Firm needed names of Americans living over- 


seas——we filled the order. 


. . . . 
A Specialist in Sound Speculative Securities needed 100,000 worthwhile 
prospects quickly. Ten days later he reported the names 


we supplied were giving him satisfactory returns in 
quality and quantity from his mailing. 


For Further Information and a Free Complimentary Copy of “Lists & Listings”, 
come and see us when in New York or write us today. 


| is @ text by Alex Osborn titled “Applied 


Vember 


National Council 


WALTER DREY, Inc. 
Brokerage © Compilations ©@ Research 


257 FOURTH AVE, NEW YORK 10, N.Y. ORtegon 4-706! 
333 N. MICHIGAN AVE., CHICAGO |, ILL. Financial 6-4180 


Wailing List 
Brokers 


our 55 sales representatives is per- 
sonally responsible for the segment 
of the customers on which he makes 
regular calls. 


2. Mailings are made regularly to 
each of two general classifications 
present customers and prospects. 
Special mailings are used to other 
special groups when timely. 


3. All mailings must meet the high- 
est standards of design and produc- 
tion. Cost is secondary due to the 
comparatively higher cost of direct 
sales contact. 


4. Although “gimmick” formats are 
often used to get attention, the mes- 
sage is pitched on benefits to the 


“APPLIED IMAGINATION” . . . THE 
BASIS OF BRAINSTORMING 


The technique of Brainstorming is by no 
means limited to the advertising field. A 


steadily-increasing number of schools ana 
businesses of all types are teaching brain- 
storming as a sure-fire method of develop- 
ing creative imagination to solve 
business, social, professional, governmental 
and even personal problems. Many in- 
dustries nave started intramural courses 
in brainstorming. Among those using the 

method are Armstrong Cork Corp., Curtis 
Publishing Co., B. F. Goodrich, Genera) 

Motors, International Business Machines 

National Cash Register, United States Stee! | 
and many others. The basis of instruction | 
for these companies (and many schools) | 


Imagination”. This book is highly recom- 


mended for those who wish to really | 
make a serious study of brainstorming | 
techniques. The first step in setting up | 
an effective brainstorming program is to 


| get this book and follow it closely. e 


shipper. Great emphasis is placed on 
extra services and extra attention in 
an attempt to sell the “personality” 
of the company, rather than the basic 
transportation service which is also 
offered by our chief competitors. 


5. Instead of using truck art, we 
have developed a trade character 
“Speedy Frate” who symbolizes 
quality personal service and “speaks” 
for the company in the copy. 


It took a long time to do it, but 
the motor carrier industry is finally 
coming into the ranks of “class” in- 
dustries who have upgraded their 
entire business stature with quality 
advertising to set the pace. @ 
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Busy Advertising Executives make it a 
point to attend the annual 


ADVERTISING ESSENTIALS SHOW 


- Saves valuable time . . . wide range of 
exhibits of the newest advances 
by over a hundred ‘ 


suppliers. z \ 


\ This Guest Ticket Admits One to the Fifth 


ADVERTISING ESSENTIALS SHOW 


Atop STATLER HOTEL, opposite Penn. Station, N. Y. C. 
NOVEMBER 19, 1956, MONDAY, 3 P.M. to 9 P.M. 
NOVEMBER 20, 1956, TUESDAY, 11 A.M. to 9 P. M. 
NOVEMBER 21, 1956, WEDNESDAY, 11 A.M. to 7 P.M. 


Over 100 exhibits of the newest products and services for the Advertising 
Field: Graphic Arts Suppliers © Displays of oll hinds © Art and Photographic 
Services Visual Aids © Equipment © Advertising Specialties Packaging 
and Allied Services of intecest to Advertising Executives, Soles Promotion 
Managers, Art Directors, Merchandising ond Disploy Monagers, Soles 
Directors, Advertising Production Managers ond others. 


ADVERTISING ESSENTIALS SHOW 


No.110013 ADVERTISING TRADES INSTITUTE, INC. 
THOMAS |. NOBLE, CHAIRMAN 
Deer Prize Orawings 270 Pork Avenve, New York 17 
Frequently During Show. MUrrey Hilt 6-009! 


OVER 12,700 ATTENDED LAST SHOW! 


- 


“the Showcase of Advertising Progress” 


ule {or yom’ | New York is the largest single market! 34% of all 
purchasing and sales Promotion materials and 


et services is done in the New York area. O 
. Over 
$350,000,000 will be spent this year. 
Write today: 
To prospective exhibitors: 


THOMAS |. NOBLE, Cha 
For official floor plan, r + Chairman 
Giikindidamacne. Advertising Trades Institute, Inc. 
Vice President. ‘ 270 Park Avenue, New York 17 
Murray Hill 8-0091 
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VREATIVE THINKING applied to di 
¥ rect mail advertising can often 
results well beyond _ its 
original purpose... and all to the 
satisfaction of the customer. 

The story that follows is a case in 
point. It is loaded with “How-to's” 
that have application in many cases 


produc 


where a simple request reveals the 
need for a comprehensive program of 
planned promotions. A few of these 
are: 


@ How to convert the need for a catalog 
inte a whole year's sales promotion cam 
paign 

@ How to make a staple and prosaic line 
of unrelated hardware items both interest 
ing and exciting 

@ How to overcome objections by non 
advertisers that nothing can he said about 
their products that competitors cannot say 
ahout theirs 

@ How to create interest in a catalog 
while it is being produced 

@ How to stimulate and sustain activity 
in a line on the part of jobbers and their 
salesmen 

@ How to make it easy for retailers to 
order from catalogs 

@ How to get retailers and their sales 
lorees to merchandise, display, advertise 
and sell a line in greater volume than ever 
helore in the history of a 100-vear old firm 
@ And how to do it all to the entire satis 


faction of the customer 


Scene: Montreal, Canada. 


Place: Offices of the Federated Press, 
Lid. (Recently merged with Ronalds 
Press to become Ronalds-Federated 
Limited). 


Customer: The James Smart Plant 
of Canada Foundries & Forgings, 
Lid., Brockville, Ontario, Canada. 
Pioneer producer of a wide range of 
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How A Catalog Sparked 
A Year's Campaign 


by Alvin Gardner, Sales Promotion 


products sold principally throughout 
the Canadian hardware trade under 
the “Smart's” label. 


tems: Hammers and hatchets, butts 
and hinges, general and shelf hard- 
ware, holloware, pumps, furnace ac- 
cessories, cement tools, hand tools, 
hand and power lawn mowers, ete. 

A more unimaginative and prosai 
line could hardly be conceived. With 
the exception of the power lawn 
mowers (introduced when the cam 
paigns where half way along and 
therefore not part of the original 
planning) of items had been on 
the market for many years . . . bore 
little signs of change and improve 
ment. They were and are staples in 
every sense of the word. 

The company did little or no sales 
promotion advertising. Its catalog 
was 10 years old. A new one was 
urgently needed. But what form 
should it take? As a sectional 
catalog? As a combined catalog un- 
der one cover like the previous one? 
Issued to jobbers only as heretofore, 
or include retailers? These and a host 
of other questions had to be answer 


Consultant, Long Beach, N. Y. 


ed before work could start on the 
new catalog. 

As sales promotion counsellor for 
The Federated Press, Limited, | was 
given the job by 
president A. M. Wright to determine 
the best procedure. A quick survey 
among Montreal's hardware whole- 
salers revealed that nearly all manu- 
facturers supply general combined 
catalogs, usually under hard covers. 
They are easy to locate, bulk up 
large, stand up on shelves. 


executive vice- 


Yes, jobbers had lots of catalogs, 
including Smart's. They were on the 
shelves. They could be easily reached. 
And that’s where they usually re- 
mained. 

Unless and until a retailer asked 
for details about a “Smart's” item, 
the catalog could remain on the shelf 
forever. 

Jobber’s salesmen are reluctant to 
carry whole catalogs with them year 
after year. Especially if the items are 
dull staples. And especially if the 
items are seldom called for. Fill re- 
quests, yes. Duplicate orders, yes. 
But show and sell additional items 


Reporter's Note: For this brainstorming ses- 
sion, we weonted to get a few actual case 
histories of upgroding in planning and pro- 
duction. There wos @ good case history on 
@ catalog production up in Canada and 
Alvin Gardner was the right fellow to tell 
about . . . for he did the plonning. You'll 
enjoy his story of upgrading a catalog .. . 
subject too rarely discussed. Alvin Gardner 
retired in 1952 from ownership of « New 
York agency ond is now sales promotion 
consultant in Long Beoch, N.Y. (13) Atlantic 
Ave). When he worked with Federated Press 
ltd. in Montreal, he was responsible for many 
highly ful Conadion direct mail com- 
poigns. He is a strong advocate of making 
direct mail work as a teammate of other 
media 
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. no! Or hardly ever. 

Obviously, to produce another 
catalog is simply a mechanical job 
to most printers. Sure, it can be doll- 


ed up, made in the modern manner, pe me: 
printed in an array of colors. To the 
i i j 
jobber it is just another catalog a ee — 


new one to take the shelf space of 
the old. 

This is the point where the crea- 
tive planning and the list of “How- 
to’s” enter the picture. | can hear 


you exclaim, as was once said in mild 
criticism of a bucolic preacher in the 
South: “Yo’ preachifies, yo’ argufies, 
yo wahns and yo’ threatens, but yo’ 
never specifies. Yo’ never says wha’ 
fo’, wha’as nd wh'in!” 


The wha’as began with an analysis 
of the nature of Smart's products. 
They were in effect making ten dif. 
ferent lines. Therefore, their catalog 
would be divided into ten sections. 
To produce the entire catalog of this 
size would take a year. Another year 
gone by. Another year with old, dirty 
and often cut-up catalogs. Too slow! 

To prepare and issue the catalog 


one section at a time seemed the 
“Smart” way to do it. But each sec- 
tion would be pretty thin-looking 

not over 36 pages. How would 
jobbers stand them up on shelves, 
alongside of attractive competitive 
ones? How would they file them for 
easy reference and stack them as 
other sections are issued a month 
apart? It would take a year before 
all the sections were completed, 
ready for unit binding. Then what 
became of the first, dog-eared sec- 
tions they had around months ago? 

The solution became apparent: 
Produce the catalog one section at a 
time, starting with the merchandise 
ready for distribution. Print twice 
the normal quantity of each section, 
one to go to each jobber and dealer 
in the land, the other retained for 
the combined catalogs. But instead of 
mailing out the section alone, sur- 
round it with a complete sales pro- 
motion package for jobbers and 
dealers. 

The catalog section itself was 
wrapped in a colorful jacket, illustrat- 
ing and describing details of the pro 
motional and dealer aid program. 
Thus the catalog became the back 


Rather then put all their eggs in one basket, 
Smart followed Alvin Gardner's recommenda- 
tien of creating seperate catalog sections for 
Smort’s hatchets and hammers 
section used as the focal point for a monthly 
dealer campaign Shown here are some of the 
high-impect pieces mailed to merchandise the 
individual catalog sections ond propel 
the whole to 
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WITH 
labels 


SERVICES 600 
INQUIRIES A WEEK, 
EASY AS A-B-C 


Big advertiser sends promotional literature 
ospect; notifies branch office, local 
dealer, salesman; makes permanent record. 
card—all with ene typing! Uses ‘Multiplex’ 
ummed address-labels, made in sets of 2 
0 5 sheets, 33 labels on a sheet, carbons 
already interleaved, ready for instant use 
Save time! 


BRIGHT TIP-ON 
BRIGHTENS RESPONSE 


Home Mutual Insurance whale of a 
response with this whale ‘Glimmick’ on their 
“whale-of-estory” sales-letter. ‘Glimmicks’ 
come in many eye-catching die-cut shapes on 

bright metallic foils. Stick quick, without 
glue or Effective? You bet! 


us at Idea Headquarters. 


BOOTH #30 
DMAA SHOW 


Statler Hotel, N.Y. C., Oct. 1.2.3 


a4 


NOLLANODER 
company. 


385 Gerard Ave., New York 51, N.Y. Dept. RD 


MOtt Haven 5-1818 
New York City’s largest specialty lade! plant. 


bone of the campaign . . . important, 
big, of self interest to the dealer, the 
nucleus for a money-making opera- 
tion for him. The section was drama- 
tically heralded as the focal piece to 
be used to build basic stocks, to 
show customers, for orders to be 
placed with distributors. All the free 
dealer helps were described and il- 
lustrated in the jacket-broadside 
wrap-around, Orders for catalog 
items were solicited to back up the 
use of the consumer pieces en- 
velope enclosures, displays, ad mats, 
etc. Distributors and their salesmen 
were alerted to the new plan by 
Smart's own salesmen and by mail 

. and were urged to make good 
use of each month-by-month promo- 
tion by constantly keeping dealers 
activated. 

Now each catalog section had an 
important meaning and was 
treated with greater respect. Each 
dealer had his own copy, on the back 
of which was listed all the other 
catalogs yet to come. The ones being 
prepared for succeeding months were 
timed seasonally . lawn mowers 
in summer, registers in winter, etc. 

Then after all the sections were 
completed about a year—the ones 
set aside were bound into a swing- 
o-ring style of hard cover binding 
and presented to the trade as a Gen- 
eral Catalog of all Smart's products. 

This was the way I recommended 
it. At this point we were still far 
from sure that the customer would 
see it our way. After all, it called for 
a vastly enlarged budget involving 
a dozen promotions plus double the 
normal quantity of catalogs. 


The following steps were taken: 


1. A preliminary recommendation, 
outlining the plan, was prepared and 
submitted to William R. Noakes, 
sales manager of the James Smart 
plant and W. D. Weir, president of 
Canada Foundries & Forgings, Lid., 
the parent company. A personal dis- 
cussion of the probable cost and re- 
sults of the plan followed. Since it 
called for the largest advertising bud- 
get in the company’s history, in- 
volving more than seven times the 
cost of the catalogs alone, it was 
decided to submit the proposal to 
the Board of Directors for their de- 
cision, 


2. A detailed proposal was then pre 
pared and submitted to the Board. 
This was accompanied by a chart 
giving the breakdown by divisions, 
the factors to be influenced and the 


means taken to obtain the desired 
results. Another chart listed the al- 
location of funds for each separate 
promotion and all related units, ac- 
cording to relative importance of the 
items in the marketing picture. 


3. The plan won the Board's ap- 
proval, The Federated Press, 
was authorized to create and execute 
all elements of the campaign—ap- 
proximately one each month for a 
year. 


4. While the items for each catalog 
section were being assembled, layouts 
of the campaign units were being 
made and copy written. The idea was 
to have all elements of the sales pro- 
motion program ready to put into 
the field as soon as the catalog sec- 
tions were completed. Actually, the 
catalog section was the key enclosure 
the integral unit of each promotion. 

To follow a typical campaign, let's 
take the first one . . . on Smart's 
hammers and hatchets. The program 
was announced to distributors by 
means of a giant letter. This in- 
troduced “The biggest campaign in 
Smart's history .. . an all-out drive 
to give your dealers a series of 
month-by-month promotional impac!s 
that is going to keep Smart's prod- 
ucts in the forefront” . and of- 
fered dealers a 6-point merchandising 
plan designed to aid in selling 
hammers and hatchets. It consisted 


of: 


1. A broadside . . . unfolding the 6- 
point hammer program, illustrating 
and describing all elements of the 
plan and how used. A copy of the 
new sectional catalog on hammers 
and hatchets was enclosed, together 
with a tip-on order card for obtain- 
ing the sales aids. 


2. A large wall chart . . . illustrating 
many of Smart's hand tools, to make 
it easy to show and sell. Items were 
shown in color as tri-color handles 
were featured. The patented wedge 
was exploited. Charts were tinned 
top and bottom, mailed rolled in 
tubes. 


3. A six-page package enclosure on 
featured items for mailing to 
prospects, was put in packages or 
for counter pick-up. 


4. A set of 3 ad mats . . . for local 
newspaper use featuring “the hammer 
with the head that can't fly off”, 
because of its patented wedge. 
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5. A sales training manual . . . chock- 
full of suggestions for better floor 
selling. In view of the widespread 
interest in training retail sales help, 
this 16-page How to Sell Hammers 
booklet was of special value. While 
the ideas expounded were intended 
to increase the sale of Smart's ham- 
mers, a sub-title correctly described 
the booklet as “A Practical Guide to 
Effective Selling”. The booklet 
advised to play up the benefits of the 
product first and its quality second. 
Copy listed typical benefits and gave 
“reasons why” in each instance. 


6. An attractive full-color, die-cut 
display piece illustrating six 
popular items and showing a typical 
user swinging a Smart's hammer. 

It is interesting to note that none 
of the units were sent out in advance. 
Dealers had to request them on forms 
enclosed for that purpose. Smart's 
salesmen could then follow-up to see 
if and how the dealer used the ele- 
ments of the plan. He could check 
on sales results, suggest additional 
promotions, etc. 

All requests for dealer aids were 
directed to the factory. The mailing 
of all promotional pieces was dow 


from the head office. As W. R. 


Noakes pointed out: “Our salesmen 
conduct periodical check-ups with 


dealers to discover what the reaction 
is as time goes on. Our actual sell- 
ing is through wholesale hardware 


concerns. 


Similar jobber and dealer cam- 
paigns, covering the other lines, fol- 
lowed the hammer promotion. Re- 
sults always proved more than grati 
fying. with all objectives achieved. 
Wholesale cooperation is excellent. 
They and their salesmen have been 
stimulated to the extend that even 
non-advertised products made by the 


same concern are sharing in the im- 
proved sales results. 
From our standpoint-—as planners 
and creators of direct mail adver- 
tising—this is one more example il 
lustrating how applied imagination 
can result in an “upgraded” cam 
paign offering practical benefits 
to sales-minded executive, creative 


men and printers, 


In reporting the “Smart's” pro- 
the editors of Marketing, 
trade paper for 
advertisers, 


gram, 
Canada’s popular 
sales executives and 
pointed out: 


“The fact that the article is published entirely on the merits 


of the campaign itself gives added value 


knowing full 


well it was not written as a compliment but rather that it 


stood on its own merits as a worthwhile Canadian campaign.’ 


Successful selling in competitive 
markets demands planned effort. The 
strategy which spotlights promotion 
possibilities also stimulates sales by 
demonstrating it will activate demand 


1. Roll strip labels 


and make selling easier. Such is the 
case with “Smart's” products. It can 
also be the case with others... who 
make a real effort to upgrade their 
promotion, @ 


2. Continuous pack form labels 


3. Addressograph electronic facsimile tape labels 
4. 1BM Type 407 tape labels 
5. Tip on or fully apply Government 


Here is a fully automatic 
high speed machine. It will take 


post cards, insertion cards and all sizes 
of envelopes, brochures, pamphlets, light 
weight booklets, magazines, tabloids and 


flyers, accurately and quickly. Let us an- 
alyze your labeling methods and show you 
how CHESHIRE equipment can help you. 


stamps or premium stamps 


4 > 
CHESHIRE MAILING MACHINES, i ai 
» INC. 1644 N. HONORE ST. + CHICAGO 22, ILLINOIS 
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TEN GENERAL POINTERS 
FOR DEVELOPING 
A MAILING PIECE 


1. Set up your objectives carefully 


and aim for them. 


2. Work out your budget in detail 
and let everyone cote erned know 
what you are allowing for their par- 


ticular part. 


3. Set up a production schedule, 
allowing enough time at all steps to 


do the job right. 


4. Work closely with your designer, 
giving him plenty of information but 
not restricting him unduly, 


5. Make copy simple and to the 


point. Show a benefit for the reader. 


6. Keep your typography clear and 


easy to read, 


7. quality presswork. The 
smart printing purchaser buys re 
sults, not price, 


8. Check your bindery dummy 
carefully for any unforeseen hitches. 


9. Watch your postal regulations 
keep the job under & ounces and 
save money, 


10. Be sure your mailing list is up- 
to-date. 


20 SUGGESTIONS 
FOR PLANNING 
PRODUCTION 


The piece should be designed to 
gain attention from the start—that 


The Development Of A 
Mailing Piece . . . From 
Idea To Finished Job 


by Robert B. Clark, Jr., Adv. & Sales Prom 


Waer.. Strathmore Paper Co. 


includes the label or envelope, the 


cover and the introductory page. 


2. A very important point is that 
the advertiser should work closely 
with the designer, the copywriter 
and the printer, and often times the 
plate-maker, so that they will know 
exactly what he is trying to do, why 
and how he is trying to do it, how 
much he has to spend for their res- 
pective parts, and when he needs the 
job. The advertiser should be per- 
fectly frank in his discussion of 
these points, particularly how much 
to spend. If a reputable 
being al 


he has 
printer knows what he i 
lowed for a job, he is going to give 
the customer his money's worth 
within that allowance. 


3. Watch the weight of the mailing 
and check your postal regulations. 


4. Watch your cut-outs on paper. 
A dummy which cuts to consider- 
able waste can often be changed to 
a size which will cut to advantage 
by very little adjustment. 


5. Check your paper sizes Papers 


West Springheld, Mass 


are usually made in different sizes, 
and often with different grain diree- 
tions, so that you can frequently get 
a size which will cut well where a 
more common size cuts to disadvan 


tage. 


6. if your quantity is large enough, 
have your paper merchant check 


with the mill to see if a sper ial size 
of paper could be made that will cut 
to advantage. 
tion that you are given the 
be made to a specific size and can- 


This is on the assump- 
job to 


not change it 


7. Consult your paper merchant as 

to his suggestions. The paper mer- 
chant lifetime learning 
about paper it’s a complex sub- 
ject and you can often benefit 
from his knowledge. 


spends a 


8. Check your dummy against stan- 
dard envelope sizes. All too fre 
a booklet or mailing will be 
thought of 
This means 


quently, 
developed without any 
the envelope to be used. 


special making of envelopes, fre- 


Rporter’s Note: Several months ago, we hod 
the pl e of list @ to Bob Clark, ad- 
vertising manager of Strathmore Paper Co. 
(West Springfield, Moss.) when he appeared 
before the Tampa (Fle.) Advertising Club. 
We decided then thot ports of this talk be- 
longed in a future issue devoted to upgred- 
ing direct mail. It's impossible to record 
everything said ond shown, because Bob 
led in intimate detail all the intricate 
stags involved in creating Seethmere’ lotest 
and most becutiful pr pli 
hure. His rec ting of the tials “end 
tribulations of design p was 
but iMumineting. For the purpose of this 
report, we want to give you two sets of 
summaries. First: Ten general pointers for 
developing « mailing piece. Second: Twenty 
epocific suggestions which may be helpful 
in p @ the ducts In Bob's case, 


he wes dealing with © $20,000 project on « 
sngle mailing piece 
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is the name of a versatile organization 


with balanced facilities for... 


Advertising Typography: complete facilities for machine 
(linotype and monotype) and hand composition, including foreign language 
composition. Famous house organs with international 
circulation are set, printed, and bound at RTK. 
Distinguished advertisements and award-winning direct mail pieces 
by leading advertising agencies and advertisers are set by RTK. 


Letterpress Printing: tor more than a quarter-century RTK has been 
famed for the finest presswork in the letterpress field. A full range 
of press equipment means flexible adaptation to runs of any size. 


Offset Platemaking and Printing: the most advanced equipment 
now in use, including one-, two- and four-color presses, assures 
maximum fidelity of reproduction for medium or long runs. 


For a complete service of typography and printing, call ANdover 3-0722 


RUNKLE - THOMPSON - KOVATS - Inc 


Advertising Typographers, Printers and Lithographers + 650 West Lake St., Chicago 6, Illinois 
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quently with adjustable dies, at 


added expense. 


9. Where possible, combine your 
run. Often, if there is extra stock 
on a mailing piece, you can use that 
stock for an envelope stuffer, a re- 
minder card, a tab-on or something 
of that nature. 


10. By the same token, it is often 
a good idea to plan the mailing so 
that you can print succeeding or sup- 
plementary pieces in the same form 
or run, saving the customer money 


and giving him additional advertis- 
ing at little extra cost. 


Tl. Study the job thoroughly. Often 
you can make suggestions which will 
save the customer money or will 
make the piece more effective for 
him. He will appreciate it. 


12. Help in avoiding author's al- 
terations. Try to work out those re- 
visions with the customer before the 


copy is set, 


13. Have the artist consult with the 


HERE'S HOW Scrintomatic” HELPS A PUBLISHER 


Scriptomatic. Can Help You, Too 
+++ to Mechanize Billing Control on Customers 


A Book-Club with several millions of 
customers is using the Scriptomatic 
system to prepore invoices and ad- 
dress promotional material. A Scripto- 
matic master cord is prepared and 
punched to accommodate all information 
on club members. The Scriptomatic ad- 
dresses a duplicate punched card from 
the master which serves as an invoice 
and an address to carry the book to 
the customer. When invoice card is 
returned with payment it is very quickly 
sorted into the same file order as 
master record because it has been 
originally prepunched from the master. 
Receipt of payment information is re- 


corded on the master by file clerk 
using a hand punch. Pilot holes in master 
insure accuracy of punched record. 


By combining a tabulating machine 
card with the Scriptomatic addressing 
medium you, too, can get the advan- 
tage of high speed selectivity of all 
types of statistical data, eliminate 
cross-files and second lists, and lower 
your costs for masters. Scriptomatic 
masters ore prepared more rapidly 
with stondard office equipment... and 
the Scriptomatic Addressing Machine 
gives you high speed addressing of a 
wide range of materials, including 
mailing tapes. 


— — —© Record of payments 


After typing, complete teb cord masters ere die cut 


on Stenderd Register Die Cutter. At seme time «a field 


of pilet holes is pemched in the payment recerd erea 
te facilitate vse of hand punches at the file. 


Write for actual case studies and descriptive material. Discover now, 


at no obligation, if Scriptomatic can 
improve your specific procedures. 


SCRIPTOMATIC INC. 


300 Werth Street, Philedelphic 7, Pa. 


®@ Scriptomatic is a registered 
Scriptomatic, inc. trademark 


printer and engraver before doing 
his finished work. It will often save 
money. 


14. Suggest that your customer use 
Form 3547 to get changes of ad- 
dress and mailing list corrections. It 
will save him from sending expen- 
sive mailings to people who have 
moved, retired or died, or to con- 
cerns that have moved, gone out of 
business or merged. It is well worth 
the small amount that the post of. 
fice charges. 


15. Suggest that your customer give 
you clear and clean copy with spec 
ifie and clear instructions for set 
ting. It helps speed composition. If 
he will cast the copy in advance, 
even though it is done roughly, it 
can save him money. 


16. Color will often give a lift to a 
job and will be worth many times 
the added expense. Frequently by 
printing a job in color, even one 
impression on a colored or off- 
white stock, it will add distinctive- 
ness. Color used with any degree of 
thought will add to your results 
whether the color is in the paper or 
in the ink. 


17. Keep your type functional and 
simple. Make it work for you. Don't 
try too hard to convey atmosphere 
with type. 


18. Allow air and space to help the 
readability of your typography. Don't 
he afraid of widows and short lines 
they often help. 


19. Allow plenty of time at all stages, 
if you ean. The rush job usually 
costs more because of overtime, mis- 
takes, and the lack of opportunity 
to give it the thought that it needs. 


20. Put quality into your mailing 
preces and that does not necessar- 
ily mean expensive paper, expensive 
artwork, expensive typography or 
fancy printing. Use the best of these 
that you can afford and it will mean 


more effective results. @ 


Editor's Note: Bob Clark's problem was 
more difficult than the usual assignment 


of piece planning for the sampling 
package itself had to be created before 
copy could be written That is, Bob and 
his helpers had to create 4 malling piece 


which would dramatize the Strathmore 
slogan Paper is Part of the Picture 
The final result showed he was dealing 
with a $20,000 project on the value 
of the above 10-20 program 
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here today. gone tomorrow... BUT NOT THE PRINTED WoRD 


Forty centuries of man’s accumulated wisdom. Always available for guidance, INTERN ATIONAL PAPER 


through the printed word ... the lasting guarantee of America’s lea 
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TICONDEROGA OFFSET 


A PROVEN OFFSET PAPER INA 
NEW, SPARKLING BLUE-WHITE 


Press performance and fine appearance have always 
characterized Ticonderoga Offset, favorite with lithographers 
and paper buyers. Now in a new improved blue-white to further c 
aoe enhance faithful reproduction, Ticonderoga Offset gives plus : 
nen — value... at low cost. In standard sizes and five weights, c 
a. 2 sold by leading paper merchants. Six fancy finishes to order. . 
tl 
Other fine quality Mill Brand 
printing papers by International BEESWING MANIFOLD it 
INTERNATIONAL DUPLICATOR PAPER p 
INTERNATIONAL MIMEO SCRIPT le 
INTERNATIONAL TI-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX a 
SPRINGHILL COLORED INDEX “ 
SPRINGHILL PosT CARD Pp 
SPRINGHILL WHITE and MANILA TAG a 
SPRINGHILL VELLUM-BRISTOL 
TICONDEROGA BOOK 
TICONDEROGA TEXT 
TICONDEROGA TEXT, Coverweight I 
LOUISIANA COLORED TAG a 
Oris BrisToL ) 
HUDSON GLOSS te 
HUDSON BOOK 
HUDSON COVER, CIS tl 
HUDSON LABEL, CIS a 
HUDSON LITHO, CIS N 
CHAMPLAIN COVER, CIS 
CHAMPLAIN LABEL, CIS h 
CHAMPLAIN LITHO, CIS 
BOOK 
WINN BOOK also CONVERTING PAPERS 
be 
Thie ineert ie printed by offset lithography th 
on Ticonderoga Offeet, Basis BO. 
Evternational Uy, POP 
FINE PAPER AND BLEACHED BOARD Division 
si 
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Through A 
Wide Angle Lense 


by Douglas B. Mahoney, 4drertising 
Frank W. Horner, Lid., Montreal, Canada 
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AN you think of a sport more 

deadly than spending an evening 
with someone else’s family album? 
Usually goes something like this: 

After a nice dinner the women 
make for the kitchen to dive for 
pearls. Men to the living room for 
cigars. Then the host lets it drop 
that he pilots a fixed-focus Brownie 
on the side. And out of the rack 
comes Exhibit A when you were all 
set for parchesi. 

Polite guests do not argue with 
the host, especially when they are 
balancing a glass of his Seotch. So 
you endure the pattern through—and 
it certainly is a pattern. A fabric of 
pedestrian sameness built around a 
large self-center. 

There’s the home, the former home 
the son, the wife, the dog, the camp. 
Sunsets, picnics, double - exposures, 
over-exposures, telephone wires, fuzz, 
wobble and grain. Or Cousin Ards 
peth slapping sand from pancakes 
at the shore. 

Why, you wonder, does a man 
take such pride in so nondescript a 
collection. How can he inflict such 
a dull array on a captive audience? 
For years he has wielded a precise 
and selective instrument—the camera. 
Yet there’s been no apparent attempt 
to improve the quality or interpreta- 
tion of his subjects. Why? 

I think the album addict illustrates 


the type of creator who has no stand- 


ard of comparison beyond his own. 
Nor does he seek one. He stacks him- 
self against his previous efforts; is 
happy with them, and so continues. 
Walling himself off in a cocoon of 
self-indulgence and competitive isola- 
tion. 

What should this suggest to you? 
Specifically, in a few paragraphs, 
this: 

Users of most major advertising 
media have standards of comparison 
forced upon them. The space adver- 
tiser or TV user sees his creation 


in the company of competitive efforts 
for the prospects’ attention. He is 
ever conscious that his ad or com- 
mercial is out there for the whole 
wide world to view against the broad 
backdrop of other professional offer- 
ings. Thus the advertising excellence 
of competition forces him to meet or 
exceed the norm established in the 
vehicle he selects. 

This situation forces continuous 
upgrading of appeal and taste in the 
advertising. And, of course, it gives 
him a realistic look at the level of 
competitive demand for reader's or 
viewer's time. 

But the very nature of the highly 
selective instrument called Direct Ad 
vertising denies it such standards of 
comparison, Good taste, propriety, 
and quality of appeal remain entirely 
unto the advertiser. 


Curse and Blessing 


For the privacy and 
person feature of mail are both curse 


person-to- 


and blessing. This privacy prevents 
the advertiser from evaluating his 
piece against whatever else reaches 
the prospect al the same time. Once 


his mailing hits the postal stream he 
can only guess at the company. 

Thus, the direct advertiser always 
risks the dangerous trap of self-in- 
dulgence and delusion. He becomes 
carried away by the freedom, con- 
trol, and personal features of mail. 
Tends to look on it as something 
apart from the broad advertising 
picture. Becomes so imbued with all 
he has read about the power of mail 
be believes the reader overlooks 
mediocrity in anything that carries 
a stamp. 


The Box Camera Approach 


This state of mind is all too pre- 
valent in the amateur user of mail. 
Because this medium does invite the 
amateur. All he needs is a typewriter, 
paper, cash, and a phone book. Then 
he’s in business. There are no outside 
controls. 

The amateur can inflict his bom- 
bast on anyone. A mailer needs no 
invitation to visit a home or office. 
He hears an expert practitioner talk 
or reads a success story then tramples 
the medium to death with his two 


Reporter's Note; Dovglas 8. Mahoney is 
familier to Reporter readers. His background 
and achievements were described in March 
1955 cover story. He is advertising manager 
of Frank W. Horner Limited, Montreal, Can- 
eda, and at present is Canadian Vice Presi- 
dent of the DMAA. Doug is ao keen thinker. 
His creations for Horner have been widely 
praised, even ovtside the pharmaceutical 
field, for their originality, humer and un 
conventional diflerentness. In this opinion . . . 
he hits on one of direct mail’s least tatked 
obout weaknesses. Read carefully. 


pa 
7 
ag 
2 
> 
ps 
‘ 


orld’s Most Distinctive 
Christmas Cards 


Discriminating selection. Printed in 
Europe and U.S.A. Letterpress and 
lithography. Up to six colors. De- 
signed by Francois, Searle, Hoffnung, 
Piatti, Greider, Renfro, Diamond, 
Anderson, DePol, etc. 


Write for samples. 


VOLK CORPORATION 


Pleasantville 24, New Jersey 


SEE YOU AT THE DMAA CONVENTION BOOTH 3 and 4 


300,000 


CATHOLIC MEN AND 
WOMEN 


There are close te 100,000 Catholic 
families in our master Mes. Every one 
of these cords includes the names of 
from twe te five members in the 
family. This in turn means something 
like 300,000 INDIVIDUALS 


Twelve Classifications 
Nomes may be hed either in the form 
of @ general Family list or you con 
select them from any eof dozen 
classifications, Changes in address 
run about 20% a year and of course 
these ere promptly dropped on re- 
coipt of the P.O. returns. Something 
like 40,000 FAMILY names ore odded 
during the same period thus keeping 
the fresh and eccurote at all times 


Used By The Leaders 


Evidently becouse the list is so core- 
fully compiled and the names may be 
hed in sco many classifications, this 
service being regularly by 
practically alt of the leading Cotholic 
fund-raising orgenizations, os well as 
by scores of publishers and other lines 
of business. A copy of the folder is 
yours for the asking 


CATHOLIC LAITY BUREAU 


45 Weet 45th St. New York 36, N.Y 
(CO 5-4490) (fet, 1928) 


You CAN Make 
A Paper Clip... 


WITH reasonable patience you 
ean bend a piece of wire into 
a servicable paper clip. But, if 
you are like most people, you 
let a paper clip specialist make 
your clips. He does a better job 

. Saves your time... and it’s 
much cheaper too! 


MANY sales promotion and 
advertising executives can do a 
good job producing sales pro- 
motion and direct mail... but 
more and more of them find it 
good business to turn this over 
to specialists and gain time for 
all-over planning and other im- 
portant duties. 

AS SPECIALISTS we bring 
our clients the valuable objec- 
tive viewpoint plus creative 
skills for building a program 
of PLANNED SALES DE- 
VELOPMENT tailored to their 
special needs. We would like to 
tell you how we can serve you 
too, 


STEINER and KAHN, Inc. 


Sales Promotion & Direct Mail Counselors 
527 Madison Avenue, New York 22, N. Y. 


Plaza 3.6295 


li You Are In New Vork For 
The DWUAA Convention let's 
get tovether at The Statler 


big feet. Muddies the water for every- 
one else. 

Direct mail really suffers from the 
man with the box camera mind. 
Much like the album addict, he just 
points the instrument and goes bang. 
But unlike the snapshot artist, does 
not confine the damage between 
Morocco covers. The creation is 
tossed to an inexpensive commercial 
source for finishing, then turned 
loose in the stream. Or maybe the 
guy develops his own “negatives” on 
the office duplicator. A mailing can 
bypass every professional aid to im- 
provement if the user so elects. 

To upgrade, a direct advertiser 
must force higher standards of com- 
parison ov himself. He must look out 
on the whole advertising scene and 
evaluate what every selling medium 
has done to upgrade consumers’ 
tastes. He must study what is being 
done in competitive and allied media. 
In television, magazines, newspapers, 
and point-of-sale. And he must keep 
pace with or excel their standards of 
design, copy, layout, ingenuity, and 
aesthetics. 

The consumer does not have as- 
sorted philosophies for looking at the 
various advertising media, and the 
mail advertiser cannot afford to de- 
lude himself that he has. The recipi- 
ent of a mailing piece doesn’t judge 
and act on the basis that this came 
in by mail. No matter how personal 
mail may be, he just doesn’t shut off 
the impressions other ads through 
other media have made on him. In 
short, the audience compares what 
you do and how you do it with the 
whole broad tapestry of all that is 
done to persuade them to buy a prod- 
uct or service. If your appeal is 
mawkish, tasteless, or cheap looking 
a postage stamp won't rate it 
any extras, 

Perhaps the term Direct Mail Ad- 
vertising or Direct Advertising can 
mislead. If it connotes a walled-ofl 
industry with special lexicon and 
methodology it is ambiguous. For not 
all practitioners are in the mail order 
field. Those of us who use the mails 
to influence, persuade, or remind 
form a large segment. With us many 
of the “hurry, hurry, bonus, and 
bargain” appeals just can't be em- 
ployed. 

I think the expression “Advertis- 
ing by Mail” better describes the 
otherthan mail order group. Such 
expression may help emphasize that 
a postage stamp here is just a vehicle. 
Just transportation to prospects with 
a common interest, prospects who 
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are open to appeals from all media. 

And that thought leads to this: 
The non-mail order mailer must 

give the reader something extra to 


justify his time. And that something Mailers 


extra must combine itself with the 


selling attempt. For advertisers in increase 


magazines, newspapers, radio, and 


TV obvious! rdge Re 
obviously have an edge here tying speed 


TV and radio entertain and so bribe 
the prospect to stay with the com- 

mercial. Papers dish up news, mag- 80% 
azines supply stories. Moreover, all 
of the advertisers in these give the or more with a 
prospect the option of refusal to look 
or listen. Bunn 

But the mailer actually thrusts his 
offering into the hand and forces the Package Tying 
receiver to do something with it. At 
least he must examine the piece be- Machine 
fore tossing it. 

So this presumption on the pros- 
pect’s time should carry something 
more than a selling message. The 80% production increase with one machine! Seems incredible, 
reader feels sort of gulled and re- doesn’t it? But it’s true .. . when you twine tie your mail with 
sentful if it doesn’t. That's why we a Bunn Package Tying Machine. Here’s why: 
must ever strive to entertain some- 
how in what we send through the 
mails. This entertainment can be 
achieved through pleasant design, 


Bunn Tying Machines are fast .. . at least five times faster than 
old fashioned hand tying. If your present hand tying operation 
requires 8 hours a day to keep up with high-speed folding, insert- 
novel die-cuts. tasteful humor: ing and metering machines, that same volume can be turned out on 
‘ah one Bunn Machine in 1% hours or less. That gives you at 

sprightly, eager, and charming copy. - 
: Why least 64 hours additional productive time every day a definite 

All of these are within our abilities. ‘ . 

gain of 80° or more in man hours . without increasing your 


Much of the philosophy | have 
expressed came from our company’s 
history of upgrading. We jettisoned 
the box camera several years ago, 
and it sure paid off. Perhaps I 
might trace what happened to us 
after that decision in another article 


payroll one cent 
Here are other ways Bunn Tying Machines save time and money: 
Automatic adjustment: Any size, any quantity of envelopes is tied in 
the same speedy time no time lost for manual changeovers 
Controlled tension: The strong twine is never too tight or too loose 
can't cut envelopes can't slip off reduces damage and loss 
No waste; Automatically uses just the right amount of twine 
Slip-proof knot: Postmasters everywhere approve the pilfer-proof 


@ How we engaged a few physicians Bunn knot . can't come undone even with rough handling 
to save competitive mailings for us 


and what this simple maneuver ac- 
complished. 

@ How we learned to plan well be- 
yond tomorrow. 


@ Why we studied semantics. 

@ Why we refined our list on size 

of phyicians’ practice, specialty, age, 

and education and how we alter pro- ae 
motional weights in the light of this Siace 1907 
information. 


@ How we enlist ganged-run print. 
i to effect economies ithout me 8. H. BUNN wag 
» elect economies without pre co., Dept. RD-96 Chicage 20, Illinois 
judicing design. 

There are many, many more areas 


sometime : 


Simple operation; Inexperienced operators become experts in min- 
utes. Operation is fatigue-less and completely safe 
Remember ... Bunn Package Tying Machines are used by mailers 
of every size. for faster, better, economical tying. 


MAIL COUPON NOW FOR MORE FACTS 


in the upgrading process. But to sum 


up: Let us adopt the broad view- B. H. BUNN CO., dep: 20-96 


and angle le 4 You'll WHOLE STORY 7605 Vincennes Ave., Chicago 20, til. 
spar to ness Send for, Please mo @ copy of your free booklet. 
‘ ae a a a ‘ fac 
in using those tasteful and dramati have @ Bunn Tying Engi 
variations from the norm that are illustrates the 
basic to all successful advertising. 
It will keep you ever in the van — 
of the competitive arena . . . by Tying Engineer 
you 


making it visible to you. @ Ne obligation, 
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UPGRADING 
Jirect Ma il 


FTER A BRIEF STUDY of copy (ap- 

peals, themes, pitches and what 
have you), and also of physical ap- 
pearance of mailing pieces these 
days, the student of direct mail gets 
more than a mere impression that 
imagination is on its way out. Yes- 
sirree . imagination is becoming 
as useless as the dodo, the whooping 
crane and the Wright biplane of 
yesteryear. 

This seems to be particularly true 
of business publications, mass maga- 
zines——well, the whole publishing 
business as a whole. This statement 
is further borne out after a 30-day 
study of direct mail received at an 
executive's home. The executive, who 
lives in Alabama, prefers to remain 
anonymous here, because he is in 
the publishing business as well. The 
author and statistician of this article 
are not afraid of sticking their col- 
lective necks out to await the ax. 

But . . . can you refute these fi- 
gures? What about your own degree 
of imagination and “daring to be 
different” in your own direct mail 
campaigns / Huh? Now for the facts 
and figures: 

During 30 days, executive X re- 
ceived exactly 66 pieces of direct 
mail at his home, after telling his 


wife and family to please “save 
everything”: 


@ Of these 66 pieces, 10 were re 
ceived from Business Service; but 
really 6 services sent the 10 pieces, 
All appeals were based upon two 
themes: Make Money. Save Money. 
One investors’ service said something 
different: “srecia—Make Money.” 
The really different writer was the 
one who started the letter with: “You 
have been selected as one of a limit- 
ed number of people too...” The 
sales prices in the pieces received 
from business services ranged from a 


What In The World Is 


low of $1 to a high of $18. 


@ Next in the 66 pieces received, 
were appeals from business publica- 
tions. 14 letters came from 8 different 
publishers. 8% letters were based on 
the same old “Special Offer” (short 
term, long term). Only two offered 
premiums. There was one “Charter 
Subscription Offer”; one regular 
price offer, one renewal pitch and an 
agricultural publication offered 
(thank goodness) a change ... a 
chance for the reader to make 
“Higher Profits’. 


@ Mass magazines . . . came highest 
on all pieces received. 36 offers came 
from 23 different magazines ranging 
from Better Homes and Gardens to 
Vogue and Esquire. The great 
majority of these appeals were based 
upon special offers. There were a few 
scattered renewal letters, one offer of 
a premium and only the National 
Geographic didn’t cut its rate. They 
made a pitch on regular rate. 


@ Under Miscellaneous direct mail 
received, there were 6 pieces, The bl 
came from an insurance company, 


pening To Imagination 
In Direct Mail? 


by Lorry Brettner, Pub. Sales Manager, 


American Aviation Pubs., Washington, D. C. 


department store, list company, greet- 
ing card company and someone sell- 
ing power tools by mail. Of these, 6 
letters were based upon the cut-rate 
offer. The greeting card outfit was 
selling Mother's Day selfmailers and 
the power tool company said you 
could do it yourself for only $40.00 

. at home. This was smart copy 
with testimonials used plenty. 

Going a bit further with a statistic- 
al analysis: 


@ Appeals? There were 9 “Save 
Voney, Make Money” appeals out of 
the 66 pieces .. . 9.967. 12 renewal 
notices . . . 18.197. Premium offers 
were low just 3 out of 66... or 
1.5°7. Regular offers came to 12... 
or 18.10. One little old “Charter 
Subscription Offer.” Aha. . . . but 
the “speciaL”. There were 29 appeals 
out of 66 pieces based on the special 
. a whopping 13.9°7! 


Perhaps there should be an award 
given to the man or woman in direct 
mail who can properly substitute the 
word “special” with something else 

soa drop the appeal entirely. © 


Reporter's Note: Larry Brettner, circulation 
promotion meoneger of American Aviation 
Publications, 1001 Vermont Ave, N. W., 
Washington 5, 0. C., can always be expected 
to stir up some sort of controversy. His 
cryptic analysis of current direct mail efforts 
may displease some of the mail order en- 
thusiosts but in any brainstorming 
session on upgrading some hard-boiled critic- 
jem is mecessory. As others hove pointed 
out, one of the worst diseases in direct mail 
is . . . copycet-itis. Lorry is well-known to 
DMAA convention goers. Always cround. He 
is currently president of the Washington, 
D. C., Direct Mail Club. 
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makes the difference 


Get these extras. 


l. Experienced service 
on orders. 


. Tremendous physical 
facilities. 


3. Fast production. 
4. On-time delivery. 


5. Art department for 
original designs. 


. More than 43 years 
experience. 


HECO ENVELOPE CO. 4500 Cortland St. Chicago 39, Illinois 
phone CApitol 7-2400 
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PHOTO-ENGRAVERS 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 


In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 


niques, 
Why not call for one of our rep- 


resentatives. 


INQUIRE ASOUT OUR SOUND (COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 


P. A copy of “The 

Art and Technique of 

Photo Engraving’ will 

aid you with your pro 

duction problems Send 
> $2.00 


HORAN ENGRAVING CO., INC. 


44 26th Street, Mew York 1, 
MUrrey Mit 
Branch OF) Neweork, N./., Allentown, Pa. 


CYCLE-COLOR 
Letterheads and Envelopes 
to Match 


Coler is on the march! The trend is 
opperent—TV, cavtomobiles, clothing! 
And now-—color added to your direct 
mail. Join the color porade. CYCLE- 
COLOR cffers you the pastel colors 
of the rainbow reproduced in letter 
heeds ond matching envelopes. Soft 
shades of ivory, blue, green, grey, 
pink, tan, yellow, ond white. Go one 
step further—use a color typewriter 
ribbon to blend with color of letter 
head and envelope 


CYCLE-COLOR Letterheads and Envelopes 
Offers These Advantages 


Unig ey ching 
@ Dignified 
@ Make each mailing a different hue 


@ Angele Text Paper, 702 bess, 
Random-Ripple Finish 


@ Orders accepted for quantities 
os low os 500 


Write for free samples and 


descriptive material 


Dept. E 


MOSER PAPER CO. 
621 Plymouth Court 
Chicago 5, Ill. 
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THE QUART BOTTLE 
(With A Pint Left in it) 


by Frank Gerhart, Wer. 


Wead Papers, Inc., Dayton, Ohio 


cussion. We saved reprinting for this Sep- 
tember issue .. . becouse it ties in so well 
with the whole ideo of upgrading our think- 
ing about direct mail. Frank is to be con- 
gratulated for this sound reolistic thinking. 


kK VERY NOW AND THEN someone 
4 writing for the trade press will 
take a critical dig at direct mail ad- 
vertising and deplore one or another 
of its shortcomings. Invariably, this 
will forge a seemingly endless chain 
of irate letters from readers who, 
coincidentally, either plan and sell or 
create and produce such advertising. 
Occasionally, too, other trade mag- 
azines, in high dudgeon, will publish 
firm editorials denouncing both the 
authors and the audacity of such 
criticism. 

Editorial material of this sort, in 
our opinion, is anything but healthy: 
and until the proponents and practi- 
tioners of direct mail advertising can 
learn to counter criticism construc- 
tively and not defiantly, the business 
itself cannot truly mature. Resent- 
ment simply weakens rebuttals and, 
in doing so, strengthens and dignifies 
the original criticism. 

The truth is, of course, that direct 
mail advertising, like every form of 
advertising, is fair game for the slings 
of criticism: and an additional truth 
is that criticism, calmly and intelli- 
gently appraised, can lead to im- 
provements that might otherwise be 
overlooked or ignored. 

It is unavoidable that many poor 
examples of direct mail advertising 
should emerge from a billion-dollar 
business in which thousands of people 
work creatively and continually for 
thousands of advertisers. To ignore 
this is to be anything but realistic, 
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and to resent the criticism that it 
encourages is to be anything but wise. 

The recipient of a steady volume 
of direct mail advertising doesn't 
live who isn’t justly critical of it at 
one time or another: and if we face 
the facts, the creator or produc er of 
direct mail advertising doesn’t live 
who hasn't been justly criticized by 
his superiors or his customers for 
bad planning and poor production 
at one time or another. 

Not long ago, a writer in the trade 
press, observing that he was appalled 
by the wastefulness of direct mail 
advertising, enumerated the number 
of pieces he received during a one- 
month period and bemoaned the 
trouble he was put to in disposing of 
them. The ensuing barrage of letters 
to the editor must have made the 
poor fellow cringe, for their com- 
posite tenor was anything but friend- 
ly and their composite objective was 
that all such critics should keep 
quiet. 

Does editorial acrimony of | this 
sort contribute anything at all to the 
advancement and improvement of 
direct mail advertising or to the muz- 
zling of its critics? It does neither. 

Direct mail advertising is a tre- 
mendously important factor of our 
economy, and one that is growing 
bigger and bigger every year. Its 
effectiveness, however, cannot be in- 
creased by castigating its critics, but 
by liste ning to them, appraising what 
they say, and answering them con- 
structively. 

If someone is appalled by the 
wastefulness of direct mail advertis- 
ing, nothing is gained by reproach- 
ing him for saying so. That's his 
right. A great deal is gained, how- 
ever, by setting him straight, by help- 
ing him change his point of view 
from negative to positive, so that in- 
stead of being appalled by the waste 
fulness of the medium, he will try 
being astonished by its effectiveness. 

The history of direct mail advertis- 
ing records many great successes. 
One that oceurs to us is that of the 
publisher who built a fortune with a 
consistent return of 27. He is proud 
of that record. We wonder what 
would have happened to him if, after 
his first mailing, he had been ap 
palled by the wastefulness of 987! 

An analysis of much of the critix 
ism of any form of advertising re 
minds us of the old story of the quart 
bottle with a pint left in it. The pessi 
mist contends that it is half empty 
The optimist insists that it is half 
full. @ 


SEPTEMBER, 1956 


REBUILT 


NEWNESS IN THE MAKING Atfter cleaning 
and replacing all worn parts .. . each machine is nickel 
plated, sprayed and baked with paints made according 
to the manufacturers latest color specifications. This 
is Standard Operating Procedure at AMECO. 

So ... when you need .. . Addressograph, 
Elliott or Speedoumat addressing machines; 
Grophotypes, plates, frames, cabinets or trays for any 
addressing system . . . first investigate the substantial 
savings possible in REBUILT equipment. 

Call the 36 year old house of REBUILT equipment 
who gives new machine guarantee with every sale. 


Addressing Machine & Equipment Company, Inc. 
326 Broadway New York 7, N. Y. 
HAnover 2-6700 


Mail Advertising 
Corporation of America 


handles (on schedule) more 
truly selective* consumer name 
direct mail than any firm 
in the country, 


Investigate Powerful 
Psst! Get an AdverKit! *Select-O-Nomic 


Plen colorful compaigns from an Advertising 
pocked portfolio of ever 100 direct mail 
somples for your next... 
Create action-getting, bs t-of-industry 

mailing pieces from a new selection of National 
Jumbo Cords, Flash Bulletins, Cortoon 

Letterheads, Eye-Stopper Envelopes, and Regi onal 
Gimmick Mailings. Neighborhood 
Al Advertit tems created and pre- 
printed by American Mail Advertising. Advertising Program 


‘our soles message easily added using 
any office duplicator. 


Mail ©2 00 for your AdverKit—refundable 435 North La Salle St. 


on first order 
Chicago 10, Illinois 
AMERICAN MAIL ADVERTISING SUperior 7-3785 


INCORPORATED 
610 Newbury Street, Boston 15, Mass. 


Tel. COmmonweaith 6.7540 
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penny Hoke praised us so highly 

for the “superlative convention 
brochure for the fabulous Fontaine- 
bleau” in the June, 1956 Reporter 
that I couldn't say “no” when he 
asked me to tell Reporter readers 
how we go about upgrading hotel 
advertising. 

Since he asked specifically about 
hotel advertising, and this advertis- 
ing agency has achieved international 
fame in this field, U'U illustrate this 
report with hotel advertising experi- 
ence. But we are also applying these 
same principles, with equal success, 
to other businesses. The same kind 
of thinking that builds business for 
hotels will improve the load factor 
of an airline, bring new customers 
to a department store, sell food prod- 
ucts, or increase the advertising vol- 
ume of a newspaper. We know. We 
have the records to prove it. 

Here at Harris and Whitebrook 
we don't call it upgrading. We call 
it creating a personality for a client. 
The client may be a hotel, a manu- 
facturer, a retail merchant. We try 
to make that client a living, breath- 
ing, personality . the kind of a 
person who attracts customers. 


Creating A Personality 
For The Eden Roc 


Take the Eden Roe Hotel, Miami 
Beach, for example. Our assignment 
was to create in the minds of Amer- 
ica’s top clientele the fact that the 
new Eden Roe would be the ultim- 
ate in appointments, facilities, and 
entertainment. We had to do it with 
words and pictures and many of 
them we had to dream up ourselves 

because when we started the Eden 
Roe was a set of architect's blue 
prints and a stretch of sandy beach 
on the Atlantic Ocean 

Good friends of ours had invested 
$13 million in building the Eden 


Direct Mail Can Create 


Roe. To make money they had to 
take in a specified number of thou- 
sands of dollars per room per sea- 
son. 

We had to make a stay at the 
Eden Roe so attractive that every 
room would be filled the day the 
hotel was open for business. It was. 

This was no task for cheap print- 
ing or sloppy thinking. Maybe you 
can send out a mimeographed mes- 
sage on newsprint to get business 
for a backstreet coffee shop, but the 
literature about the Eden Roe had 
to reflect the supreme luxury of its 
appointments. 

Any ordinary economy-minded 
purchasing agent would probably 
drop dead from shock if he found 
out how much we paid for some of 
the brochures for the Eden Roc. But 
they weren't expensive. Let’s make 
that clear. 

They were inexpensive consider. 
ing the job to be done. They did 
cost a lot of money. They had to cost 
money because they had to find their 
way past secretaries, executive assis 
tants, third assistant vice presidents, 


A New Personality 
For A Business 


by Erwin Harris, resident, 


Harris & Whitebrook Advertising 
Viami Beach, Florida 


butlers, maids, and social secretaries 
to land in the hands of some of 
the wealthiest men and women in 
America—the guests we wanted at 
the Eden Roe. 

The sparkling lights that illumina- 
ted the Eden Roe at dusk through 
the winter of 1955-56, when every 
room was filled, are proof that the 
policy of buying the finest art and 
the finest plates and the best paper 
and the best presswork in America 
was the right policy for the Eden 


Roe. 
There Are No Unimportant Details 
When Harris & Whitebrook take 


over the job of creating a new per- 
sonality for a hotel, there are no 
unimportant details. 

We chose the name for the Eden 
Roe. We designed the menus, the 
table tents, the insignia on the nap- 
kins and the bath towels and table 
service, the sign on the building, the 
logo for the newspaper advertising, 
and all collaterial material. It was 
all a part of creating a personality— 
of making everything fit together, 


Reporter's Note: This introduces a new per- 
sonality to Reporter readers. We learned 
about him when we visited several conven- 
tions in Miami Beach (os described in June 
and July 1956 issves). The work being done 
by Herries & Whitebrook, 924 Lincoln Road, 
Miami Beach, Fle. for hotels and other 
commercial organizotions is simply . . . “out 
of this world”. tt is breathtaking. Every 
piece, whether a simple (7?) letter and letter- 
heed or a promotional brochure (some 
rumored os high os $5 to $10 each) packs 
@ punch which pleces the recipient in a 
dared state in which he con't see or think 
of anything else. We've rorely been se 
enthused about on intelligent job of up- 
groding. nearly impossible to describe 
the work in mere words .. . but we asked 
president Erwin Harris to do his best in 
telling you about the theories which produce 
such remorkable results. Next time you are 
in Miami Beach . . . see for yourself. 
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CASE HISTORY NO. 1 


The envelope above was used by 
the Redemptorist Fathers for a 
general mailing to Catholic Pas- 
tors promoting the Liguorian 
Sunday Bulletin. Within 5 months, 
this one mailing campaign alone, 
brought in subscriptions resulting 
in over one-half million Bulletins 
being mailed each week! 


YOU GET ATTENTION 


New York 36, N.Y. 
St. Lovis 10, Mo. 
Minneopolis |, Minn. 


Des Moines 14, lowa 
Kansas City 8, Missouri 
Fort Worth 12, Texes 


moailin 


Whatever the 

job, Tension enve 

lopes ore designed for 
maximum performance 

to increase returns make for 

smoother operations with insertion and 

g ond meter machines, speed up systems. 


CASE HISTORY NO. 2 


This Tension Creative Design 
Address Saver envelope is used 
by the Eclipse Lumber Company, 
Clinton, lowa. The general use of 
the envelope brought a number 
of requests for the house plans 
illustrated on the back and re- 
sulted in the actual sale of nec- 
essary building materials. 


City 


CASE HISTORY NO. 3 


Keeping everything else in the 
mailing constant, the Utah So- 
ciety for Crippled Children tested 
this Tension Creative Design En- 
velope. Results show that even 
though the invoice cost was more, 
the 4% increase in contributions 
made the end cost of the enve- 
lopes less than ever before! 


Drop By and See Us at DMAA, Booths 13 and 14 
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The envelope that doesn’t get attention iysis BY with 
ENVELOPE’ 


“Personality” is the keynote of beautiful direct 
mail pieces created by Harris & Whitebrook Adver- 
tising for Miami Beach resort hotels such as The 
Seville, Eden Roc, Algiers, Fontainebleau, etc. 

Each piece reflects the individual hotel's personality. 


We promise faithfully to: 
LOVE your envelope orders 
HONOR your deadlines 
OBEY your instructions 

ENVELOPES 

ENVELOPES 
ENVELOPES 


150,000,000 of ‘em al- 
ways in stock every size, 
style and grade . booklet, 
clasp, open end, glassine, or- 
der form, jumbo . hand- 
folding, die cutting, specialty 
and then some! Imprinting 
department. Lowest prices 
consistent with top quality. 
For free samples, 
quotations, information 


Catt 


ST 4-5200 


ui LURE 


For 
Mail Sales 
Promotion 
Material 


TO PRODUCE 

ORDERS e 

CONTRIBUTIONS 

At 

Lowest Cost Per 

Dollar $ Out Of 
Your Budget 
CONTACT 

SAWDON 


480 Lexington Ave. 
New York 17, N. Y. 
Plaza 5-2516 


Representatives in attendance 
DMMA Convention. Contact 
Hotel Information for Suite 
Number. 


like a complicated jig-saw puzzle, to 
put over the idea that this was ab- 
solutely the finest hotel that had 
ever opened its doors to guests. 

My office is papered with awards 
Harris & Whitebrook have won in 
local, state-wide, and national com- 
petitions. To show you how carefully 
we go into every detail—-we won the 
Joshua Award for the book matches 
we designed for the Fontainebleau 
last year. 

Some of the things we are doing 
now will probably win even more 
awards. As a result of our work for 
the Algiers, the Seville, the Fontaine- 
bleau, and Eden Roe, and other 
Miami Beach Hotels, we were ap- 
pointed advertising agency for the 
Americana when it was still in the 
blueprint and bare-sand stage. 

We named it. We designed the 
sign, and the logotype and the stat- 
ionery and we have already started 
a flow of advertisements and bro- 
chures to make the Americana the 
major convention headquarters in 
Miami Beach when it opens this win 
ter. 

The personality of the Americana 
is different from the personality of 
the Eden Roe. That difference in 
personality has been created by di- 
rect mail advertising! 

This device of using direct mail 
to create a personality for a hotel is 
useful in building new business for 
established hotels, too. When the 
Hollywood Beach Hotel, Hollywood. 
by-the-Sea, Florida, spent a million 
dollars on a rejuvenating treatment, 
we were called in to create a new 
personality for the Hollywood Beach. 

Here we had a different problem. 
The Hollywood Beach has been a 
convention center for leading Ameri- 
can organizations for three decades. 
There's nothing like it anywhere. 
But beginning this year—it was 
more lavish than ever in its ac- 
commodations. It offered a combina- 
tion of long experience, well-trained 
veteran personnel, and the most 
comfortable accommodations — that 
could possibly be imagined. Here 
again there was no place for “cheap” 
literature. 


The brochures and letters and 
other mailings we have created for 
the Hollywood Beach Hotel express 
its own personality attract to it 
just the guests that will be happiest 
there—the convention groups, and 
the family groups that are attracted 
by the Hollywood Beach social pro- 
gram for every member of the farm- 
ily. 

For the San Juan Hotel, Orlando, 
we had an entirely different problem. 
Here we had the oldest commercial 
hotel in Central Florida, refurnishing 
itself to become a modern conven- 
tion headquarters. We upgraded the 
direct mail to fit the new and mod- 
ern decor and accommodations. In 
other words, we used direct mail in 
good taste to express the new per- 
sonality of the San Juan. 

Some very wise man said that 
“Price is never the first considera 
tion in making a purchase . . . it is 
nearly always the second.” 

We follow that prin iple. When we 
are planning a campaign to create 
a new personality for a hotel and 
fill the rooms with satisfied guests 
who will return again and again. 
our first idea is “What is it that 
they WaNT—and what kind of art 
and copy and printing will serve to 
convince them that what they want 
is were?” 

Then we try to find the money 
to produce the kind of quality di- 
rect mail that will do the selling job 
we know we have to do. Our clients 
are thrifty people, and we're plenty 
thrifty ourselves. 

We never waste money on need- 
less ostentation or lavish display. 
But we never forget that the hotels 
we are advertising are absolutely 
the finest in the world. Whatever we 
produce for one of these hotels must 
reflect its personality .. . and we 
plan the brochure first, and worry 
about the budget, second. Does this 
policy pay? We invite you to visit 
Miami Beach. But if you want to 
stop at one of our hotels, make your 
reservations early. If you wait too 
long, you'll find that all the rooms 
are filled as a result of what Henry 
Hoke calls “upgraded” direct mail. @ 
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SJirect Mail 


I veny DAY, thousands of people 

are building up an immunity to 
direct mail. The innoculations that 
produce this immunity are the prod. 
vet of direct mail users who distrib- 
ute inferior material. 

In medicine, innoculation is ach- 
ieved by 
virus to a healthy individual in order 
to induc ra mild form of the disease 
and produce immunity. That's what 
the direct mail users are doing! The 
e ergrowing group of people with 
direct mail antibodies in their sys 
tems is an extremely tough group to 
sell by mail, 

If we accept the broad meaning of 
the word “sell”, then every direct 
mail piece is produced to sell some- 
thing product, idea. The 
reader “buys” some action, concept, 


communicating a disease 


eery ie 2, 


information. 

Ever watch a good salesman sell? 
The most important job he does is 
to create a mood, set an atmosphere 
in which the prospect wants to do 
business. This skill in establishing 
rapport building confidence is far 
more important than the salesman’s 
knowledge of his product or his 
technical selling ability. A great deal 
of the requisite mood is created by 
the power of suggestion. This power 
lies in little things, borders on intui- 
tion, grows from the salesman’s 
bearing, manner, understanding, 
confidence. 

If these things are important in 
making sales on a person to person 
basis——and they are-—they are just 
as important in trying to sell by 
mail. 

A good salesman presenting «a 
plan or artwork or layout places it 
on the customer's desk as if he were 
laying down a jewel box filled with 
diamonds. Contrast that with the 
salesman who flips a thumb-marked 
layout on the customer's desk and 
says: “Well, see how you like that!” 


“Innoculating”’ 


Direct Mail Prospects 


By his very actions, the first sales- 
man left you with a feeling that 
what he was presenting was impor- 
tant, a perfect package. You at least 
accept the fact that he belicves what 
he is selling is valuable 

This is not meant to underplay 
the importance of the message. How- 
ever, from the manner in which you 
present your proposition, your pros- 
pect will decide before he even sees 
the message whether it’s important or 
not. Of course, there are sales mes- 
sages that are quite properly pres- 
ented on a postal card; others that 
require a quadricolour brochure. 
Which where in be- 
tween, is a decision of the direct 
mail practitioner. 

Let's flash back and take another 
look at the salesman at work. What 
happens when he flubs his presenta- 
tion to you two or three times in a 
row? You know you have no 
confidence in his story. You don't 
want to see him again. It’s going 
to require one terrific recovery on 
his part to sell you anything 
providing, of course, you will even 


extreme, or 


by Fred P. Kirby, Sales Manager, 


Saturday Night Press, Toronto, Can. 


let him in the office again. Poor 
salesmen leave behind them a path 
strewn with antagonistic prospects. 
A good salesman, even if he doesn’t 
sell today, leaves you with a favor- 
able attitude and one day when you 
are in the market, he may get the 
order. 

The same goes for direct mail. 

It would appear obvious that no 
direct mail user wants to deliber- 
ately eliminate many good prospects. 
Why, then, so much careless, unbe- 
lievable, infuriating material? It 
would seem that it can only be be- 
problem isn't 
recognized in the planning stages. 
Some important considerations have 
been missed. Frequently, the typical 
major elements in the problem are 
considered to be: 

1. What is being sold. 
2. The cost per mailing, or cost per 
enquiry, or cost per sale, 

Typically, when you say to a 
group of your associates, “I have a 
problem. Here it is”, they leap in 
with solutions. Seldom do you hear, 
“What are the elements that make 


cause the complete 


the compaigns north of the border seem to 
huve a fresh approoch. Maybe it's because 
the planners ore not so concerned with or 
worried by big mailing lists. To get the 
Canadian viewpoint on upgroding, we asked 
for the opinions of the old master of sales- 
monship . . . Fred P. Kirby, general sales 
manager of Saturday Night Press, 71 Rich- 
mond $t. West, Teronte, Ontario, Canada. 
Fred is well-known to DMAA convention 
goers. He served at one time as DMAA 


been admired and talked cabhout for yeors. 
You'll went to file this opinion for future 
reference . . . particularly the advice: “Ne 
ene wants to upgrode direct mail simply 
for the privilege of spending more money.” 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Reporter's Note: Our Canadian friends ore 
ae : doing big things with direct mail. Many of 
- Cenedian Vice President. His frequent in- 
ake ternal sales bulletins to the SNP stoff hove 
90 


up that problem? Is it the entire 
problem or are there sub-problems 
to be considered first? What are the 
facts relating to the problem? What 
caused it?” 

The first step in planning is a 
careful fact analysis and problem 
restatement. Then, a thorough under- 
standing of the objectives you wish 
to attain. Examining all the facts, 
understanding all the elements in 
the marketing problem is frequently 
a tedious operation. It requires a 
lot of hard thinking. It is not nearly 
as much fun as creating some kind 
of mailings. And most people will 
do anything to avoid thinking. But 
only thinking—creative and judiciai 

will reveal the final steps that 
must be taken to effect a complete 


solution. 


Let's take a look at annual re- 
ports—a specialized form of direct 
mail—and see what happened when 
companies started thinking. You 
don't have to tax your memory to re- 
call when an annual report was 
strictly a financial statement. 

Today's comprehensive books, of. 
ten in full colour, are the result of 
some sound thinking. They are not 
dolled up because the companies 
have money to spend they have 
been changed because companies 
saw new objectives to be reached. 
Nowadays many companies aim 
parts of their annual reports at the 
special groups they want to reach. 
Not only shareholders but also poli- 
ticos, employees, even suppliers. 

Colourful, pictorial, easy-to-grasp 
annual reports are prepared under 
the skilled direction of communica- 
tions specialists to convey specific 
information to selected groups. The 
whole change in reports is the re- 
sult of sound thinking about the 
ends to be accomplished. 

In essence, you might agree that 
the purpose of direct mail is to get 
a share of the prospect's mind—as 
well as, or in addition to, some of 
his money. It may take hard think- 
ing (there's that ugly word again} to 
determine what share of the pros- 
pect’s mind you want to get and 
how to get it. Here are a few exam 
ples of direct mail planned to stake 
out claims on the prospect's atten 
tion, to lead to sales: 


T.C.A., a ga,” 734" book- 
let with die-cut cover was vlanned 
to impress travel agents, to make 
them conscious and interested in the 
then new Viscount, first propeller- 
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IN NEW YORK... 


SOME OF THE COUNTRY’S SMARTEST 
ADVERTISERS ... 


insist that we handle the details 
of producing and mailing their 
direct mail. 


So... if your promotion activities 
are complex, need loving care and 
understanding . . . let us show you 
how we can up-grade the mech- 
anical end of your sales efforts. 


SZ 


* MAILING + 
on © 


MAILING LIST COMPHLATIONS AND MAINTENANCE 


HAND, TYPEWRITTEN AND AUTOMATIC 
LETTER PROCESSING - MAN HANDLING OPERATIONS 
MAN SURVEYS CONTEST 


More Than 25,000 Executives. 
Companies, Products, Organ- 
izations in the World-Wide 
Aviation Industry in This 
One-and-Only Directory 
Over 19,000 individual names, 
titles, in more than 6,500 
companies. Over 900 pp. 


No promiam extras 
All styles, including scripts 


Glossy print for reproduction. 
24-hour service. Mail deliveries 


anywhere in the U.S.A. 


Order from Style Book DM. 
Free on request. 


Film-Lettering Division 


RAPID TYPOGRAPHERS, Ine. 


305 EAST 46th ST., NEW YORK 17 
MUrray Hill 6-2445 


American Aviation Publications 
100! Vermont Ave. N.W., Wash. 5, 0. C. 


Send copies of fall Winter American 
Aviation World Wide Directory @ $9.00 
each 


Company 


Address 


City, Zone, State 
Check enc. [) Send Bill, Directory 
off press, October, 1956. 


AND MULTIGRAPHING PHOTO OFFSET 
‘ 
HAND LETTERING FROM FILM x 
— — 
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turbine airliner. The piece was also 
used as part of a mailing to credit 
card holders and a mailing to key 
prospects in important cities. 
Travel agents are exhorted and 
wooed by many travel systems and 
eervices. This folder was just one of 
several high-impact, completely in- 
formative pieces required to register 
this significant improvement in air 
travel service. Travel folder here- 
with in full colour, was used also as 
a mailing to credit card holders and 


COTTON PAPERS Fs ; | key people in major cities at the 


time of the Viscount introduction. 
asi iit Later it was used as part of the 
Dress Up a ~~ flight packet placed on every T.C.A. 
| 4 plane. 
DIRECT MAIL Something less impressive, less 
colourful, less well-planned, could 
have told exactly the same story 
Ach yous your but it never could have achieved the 
tr same impression. 
BONDS * LEOGERS * ON 1 @ln case you're thinking that’s 
VELLUMS ° BRISTOLS not the kind of direct mail we're 


- RIVER ORPORATION thinking about (doesn't ask for an 
PAPER CORP immediate order}—then look at the 


small Shell folder headed: “Are 

your Heating Bills getting you 

down?” You might concede that 

this small piece is reasonably clean- 

cut though only a simple two-colour 

’ reply card folder. Without reading 
the copy at all, would you also con- 

cede that it looks like the product 
sort Faster. ..Collate Faster EDUCATIONAL LISTS C0., INC. of a compan) who knew what they 
were doing? Doesn't the appearance 

Mailing Lists in the alone tend to give the impression 
that they are alert, well-organized, 


cuT COSTS School Field Exclusively | probably reliable, and withal, not too 


stuffy 7 


SCHOOLS: If you got that impression, you 
SORTKWIK Goat are probably in a state of mind to 
- scan the message with a favorable 
Parochial attitude if you are in the market at 
Colleges all for a furnace oil contract. 


TEACHERS: @kvery day, most of us receive in 


eo ; the mail some pretty crummy en- 
by Schools velope stuffers. The accompanying 


by Sex samples of what are essentially en- 


SCHOOL velope stuffers have been smartly 


" converted into a tiny company pub- 
ADMINISTRATORS: lication Telephone News. Publica- 
tion is produced by Bell Telephone 


RUBBER FINGERS O8 UNSANITARY, MESSY SPONGES Principals 
ween You use Regictrers in Canada and sent out with their 
SORTKWIK Deans monthly statements. It's uncluttered, 


Superintendents organized, interesting—and does a 

So casy to use— just apply to oer Beards of Education continual re-selling job for the Bell. 

to create greaseless, stainless, tacky film College Trustees It’s not elaborate. It isn’t four col- 


Pingers peck up papers easily, quickly 
One application is long lasting. Washes STUDENTS: ours. Most issues are one colour. 
off easily, Non-irritating Colleges Simple but solid without being 


Time-tested by direct mail firms stolid. 
throughout the country to speed up col- 


EDUCA 1ONAI co INC @Here’s another field: Direct mai 

At your stationer or send $1.00 for two T LISTS ” to dealer organizations is often done 
regular size contamers to try out 17 Eost 22nd Se 

on a razzle-dazzie, hit ‘em hard basis 


LEE PRODUCTS co. 4.08667 


Send For 1956 General Catalog on 


3736 LYNDALE AVE © MINNEAPOLIS Minin. 
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with one eye on the costs involved 
and the other on the “hard-hitting” 
message. 

The little 16-page plus cover, 3%, 
x 84” booklet, in three colours, 
sent to Shell dealers talks to dealers 
like a good salesman talks—enthus- 
tically, authoritatively, with show- 
manship but without screaming and 
deskthumping. Shell dealers are 
treated as business men, not numb- 


skulls. 


@ And here’s another “for instance”: 
Last year, Shell Oil built a 10-story 
glass tower at the Canadian National 
Exhibition in Toronto. The folder 
about the “Shell Oil Tower” perhaps 
isn't properly direct mail although 
it qualifies under DMAA’s defini- 
tion. 

The piece was a hand-out to peo- 
ple who visited the tower, Why 
produce so elaborate a hand-out for 


visitors who have already seen the 
tower? Probably the reason is ob 
vious enough. A piece as exciting 
and informative as this will be car- 
ried away by the visitor and shown 
to friends at home. Result more 
crowds at the glass tower more 
publicity for Shell. * 

No one wants to upgrade direct 
mail simply for the privilege of 
spending more money. It would ap 
pear the only way direct mail can 
be improved is when the user sees 
the benefits to be obtained from 
such improvement. Benefits are only 
going to be located by approaching 
direct mail problems from a differ- 
ent frame of reference. Perhaps the 
cost of the mailing and the product 
to sell isn’t the whole story. 

A study made by the National 
Sales Executives (I think that’s the 
source) indicates that the average 
sale is made after the fifth call. If 
it takes five calls by mail to make 
your sale, do your mailings make 
for progressive acceptance? Or im- 
munization? Are the people you 
didn’t sell boosters? Or knockers? 

A full search for facts combined 
with a complete understanding of 
the objectives will always reveal the 
advantages of doing something bet- 
ter than a “get by” job. @ 


* Henry, you'll have all kinds of exam- 
ples of mailings with reply card, letter 
and folder. We have them too. I pur- 
posely skipped that material because 
there's a plethora of it. Probably should 
have recognized company publications 
as a form of direct mail which has 
grown because of the solid thinking and 
good job they do for s many different 
purposes. 


How 
avoid the 
CIRCULAR 

FILE... 


Unfortunately, many sound, effective direct mail 
messages end up in the prospect's circular file— 
his wastebasket — before they're ever read. 


The circular file can be avoided if the envelope 
that carries your vital sales message is authori- 
tative, distinctive and impressive. 


Designing superior envelopes that get and hold 
attention is our business. All of the creative 
thinking that goes into our envelope design is 
yours at no extra cost whatever. 


Write us today and we'll show you how to avoid 
the circular file! 


CUPPLES-HESSE CORPORATION 
4179 WN. Kingshighway, St. Louis 15, Mo. 


CUPPLES-HESSE CORP. of Michigan 
3635 Michigan Ave., Detroit 16, Mich. 


CUPPLES-HESSE CORP. of towea 
1485 Keo Way, Des Moines 14, la. 


SPEED TYING OF OUTGOING MAIL 


SAVE - TIME - LABOR - TWINE 

TIE LETTERS - PARCEL POST - CHECKS 

wy, PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 
operate and maintain. All bundles and packages can be 
automatically tied without any adjustment. 3 to 24 ply 
twine, as well as tapes and braids can be used. Several! 
models to choose from. LET FELINS CUT YOUR MAIL.- 
— WRITE FOR CIRCULARS AND PRICES 

ow. 


See uc at Heoth Ne. 42 MAA Conven- FELIN TYING MACHINE CO 


tion October 1-3, Hotel Statier, N.Y. C 
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M. K ESSLINGER, president of 

J. M. Kesslinger & Associates, 
37 Saybrook Place, Newark, New 
Jersey, prints the following in BACK 
TALK, his swell house organ: 


L world’s second 
largest department store, 
for keeping publicity staff on right track. 
All Hudson ad people have little wooden 
Mrs. Murphy” on their desks. 


down-to-earth, 


Hudson Company, 
has a neat trick 


statues of 
She a 


housewile, and acts as a constant remin 


every type of 


Copy” 


A Merthly Clinics Conductid by Quuille Rud 


tendency 
that 


der to copywriters to reduce 
to “high flown” 


but sells little, 


entertaining copy 


reads well 


Perhaps you won't go so far as to 
have a “Mrs. Murphy” of your own 
carved out and placed on your desk. 
But, the next time you write a piece 
of copy, forget you are writing and 
approach your job from the stand 
point of the salesman talking to Mrs. 
Murphy, or Mr. Murphy, or little 
Johnny Murphy. You wouldn't try 


to be “cute” when face to face with 
Mrs. Murphy. You shouldn't attempt 
it when writing a piece of copy in- 
tended to do a selling job. 


Make “Readership” Pay Off 


In his remarks before the Uni- 
versity of Illinois Direct Mail Ad- 
vertising Management Institute last 
June, Edward J. Mayer, Jr. had this 


to say: 


“Direct mail advertising has a OO% 


Here are <= Smart ways 


to speed up your mailings...use 
Dennison Addressing Labels 


Lew SHEETS. Most versatile 
kind of addressing label. Type- 
writer size sheets for typing and 
duplicating. Type 33 labels with 
one insertion in typewriter. Make 
carbons for multiple mailings. Lint- 
free; pod-free. 33 labels, 2' Ye" x 
1”, per sheet. 


All with Dennison 
special formula gumming 
for tight adhesion 


2. IN CARBON SETS. Quick, 
clean, easy for typing multiple 
mailings. Four sheets of couponed 
label paper collated with one-time 
carbons. Labels stay lined up until 
snapped apart. 33 labels, 2' 6” x 


1/6", per sheet; 132 to set. 
— 


At your stationer's 
or write for the name 
of your nearest dealer. 


FRAM 


INGHAM, MASS 


3. IN ROLLS. Quickest, easiest 
for one-time mailings. Labels come 
in continuous strip for convenient 
typing and attaching. 1000 labels, 
7 


aCHUSETTS 
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readership as compared to magazine ad 
vertising which only has a 20% reader 
ship.” * 

I was struck by Ed's remark be 
cause it highlights more clearly than 
anything I have seen recently the 
importance of copy in direct mail. 
The readership is there. People do 
open their mail. Then the burden of 
getting the interest of the prospect 
and convincing him he should do 
something about your offer is on 
the shoulders of the copy. We have 
long realized the importance of copy 
in direct mail, and for that reason 
in these pages we deal at length 
with fundamentals in an attempt to 
upgrade copy. 

Often we repeat old formulae 
which have stood the test of time 
and seem to work just as well today 
as they did 15 or 20 years ago. We 
frequently print examples of good 
and poor copy and try, in our gen 
tlemanly (7) way, to put our finger 
on what is good and what is inef- 
fective. 

Many writers depend solely on 
cleverness, gadgetry, and trick phras- 
ing in direct mail to get results. 
Perhaps this is due partly to the 
same tendency in national advertis- 
ing practi ed by the boys who pre 
pare the eye-patch, man-on-the-white- 
horse type of advertising. 

When the cost of getting a thou- 
sand pieces (letter, folder, order 
blank, or return card combination) 
into the mail is upward of $100.00, 
it seems like a sorry waste of good 
materials to base such mailings on a 
trick phrase, a clever illustration, or 
a smart-aleck approach. 

Successful copywriters know that 
everybody who opens a piece of mail 
does so with one thought in mind: 
“What's in this for me?” That's the 
reason we talk so much in this de 
partment about benefits, selfish in- 
terests, and personal values. 

When a piec e of copy you write 
brings forth an expression such as 
“That's clever” from one of your 
associates, you can bank on it that 
piece of copy sells “cleverness” in 
stead of the product or service. Copy 
that calls attention to itself, as such, 
is usually poor copy from the 
standpoint of motivating a prospect 
to do something you want him to do. 
* Many of you will remember Leonard 
Raymond's masterful presentation § at 
the Chicago Convention last year, in 
which he gave details of a direct mail 
readership survey The gist of the 
findings was “60 of people give more 
than a second giance to 4rd class 


mail.” 


SEPTEMBER, 1956 


2 


Write for Sample Book 
Address Dept DM 


Frustrated 


over a list problem? 


Budget tee smell to put your 
names on plates? 
Don't use them often enough to 
warrant the expense? 
Can't get your mailing owt on 
time because you can't find 
typists 7 
Cant get your @d budget jx. 
creased 7 
Old fashioned peolliey on rentals 
hamstringing you? 
Had bed Iwek with past efforts 
to get new customers by mail? 
Do these frustrations prevent 
you from doing the promotion 
you know you should to get 
more business 7 

Perhaps our 19 years’ ex 
perience in renting lists can 
help solve your problems. It 
won't cost you anything to 
ask. Just tell us about it. 


the Coolidge co. 


6 Eost 23 Street New York 10, N. 
Algonquin 4-8870 


a rag content paper fo 


BYRON WESTON COMPANY 
DALTON, MASSACHUSETTS Y 


Maker; of Papers For Business Records 


letterheads 


Give your letterhead a« lift with brighter, whiter 
Weston Bond, Levers look cleaner, neater, more 
impressive against ics brilliant whiteness and qual- 
ity cexture. Ask your printer to use it. Also avail- 
able in colors, white opaque, litho finish and 
matching eovelopes. 


Since 1863 


EXECUTIVES 


and those 
Who write letters for Executives 


AUTOPEN 
The modern signature time saver. 


ONE INSTALLATION 
that we know of, signed over 700,000 


letters for clients last year. 

When you type a letter for a client, 
sign it for him with his own authen- 
tic signature—using his own pen if 
he so desires. 

DOUBLE YOUR BUSINESS WITH AN 
AUTOPEN SIGNATURE MACHINE 


EXECUTIVES 


who sign either a few or many letters 
(or other papers requiring signa- 
tures) need an AUTOPEN SIGNA- 
TURE MACHINE. 

BANKS, INSURANCE COMPAN. 
IES, BROKERS, MANUFACTUR. 
ERS, PROFESSIONAL MEN, 
SCHOOLS and COMMERCIAL 
BUSINESS EXECUTIVES are using 
AUTOPENS. 


Some have five or more machines, 
Write us for descriptive brochures. 


International Autopen Co. 


1026 20th, WASHINGTON, 
NAtionel 68-5614 


bright... ~ 
sparkiimg white 
7 
; 
( 
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Revision For Clarity 


As further proof (if any is needed) 
that copy is of increased concern 
among advertisers and media, your 
attention is directed to a series of 
ads for the Oil & Gas Journal ap 
pearing in the advertising trade 


press. Each advertisement gives a 
short course in writing readable 
copy. The original draft, in the tech- 


nical language of the engineer, is 
shown. Then the same copy is shown 


after the publication's engineering 
editor had taken a crack at it. The 
third phase is shown after the Jour- 
nal’s presentation editor had made 
his revisions to make it simple, clear 
and accurate, but still in an “en- 
gineer’s language.” 

We don't have space to go through 
the entire revision, but here is the 
first sentence of the copy as origin- 
ally written by the technical man: 


“The correlation presented as Figure 1 


shows how temperature varies with time 


we leave — 


“A BLOTTER is the most 
effective piece of Direct Mail you can use!” 


of more than 50,000 distributors, printers, advertisers, agencies, et 


A yew MoNTIO AGO, Sore was faced with the job of telling cach 


, the news 


of Sorg’s purchase of the blotting business of the Wrenn Paper Company 


The solution, of course, was a blotter 


the one illustrated above. For after 


all, what better means is there of wetting over any message than a blotter 


the one piece of direct mail that is always well accepted 


widom thrown away! Kesults were 


merchants throughout the nation 


terriln 
ordered nearly 100,000 more of these 


well read and 
in fact, that Sorg Blotting 


blotters for their own distribution. Obviously, we had simply, but effectively, 


proved the tremendous attention-getting power of our newest product 


Ask your Sorg Distributor for samples of the Sorg Blotting grades. And, if 
you're going to be in New York for the DMAA Convention, make a point 


of stopping by to see us 


we're looking forward to seeing you 


* BOOTH NO. 72, HOTEL STATLER 


Blotting 


PORCELAIN 


AL 
BLOTTING 


at constant pressure level and illustrates 
the fact that as temperature approaches 
a level of 1,000 degrees Fahrenheit, its 
rate of change with time was not as 


great.” 


Here's the final draft: 


“You can increase the yield of isobutane 
from n-butane by raising the temperature 
and slowing down the rate of through- 
put-—provided you don't let the pressure 
increase. Why this is so is shown in 


Fig. 1.” 


In a special box in the same ad 
is shown “10 ways to write to be 
read”. All of these “10 ways” are 
thoroughly familiar to most copy- 
writers, but sometimes they are for- 
gotten. They are: Keep sentences 
short; use simple instead of complex 
words, clauses, context: 

familiar words; avoid unneces- 
sary words: use action verbs: use 
understandable “picture” words: use 
conversational writing: use variety; 
ideas with familiar 


sentences, 


compare new 


ideas; and write to EXpress, not to 
impress. Remember “big men use 
little words; litth men use big 


words” 


Stick With A Winner 


Some direct mail advertisers make 
a fetish of NEW COPY, NEW APPEALS, 
NEW WAYs of putting over their 
story. 


Every piece of direct mail that 
comes into my ofhece is stamped with 
a date and placed in an alphabetical 
file. Recently | got a letter from 
Barron's starting out “Dear Friend 
of Barron's: Back in 1925, Barron's 
published an article suggesting how 
$100,000 might be well invested in 
securities for a widow with two 
small children” 


The lead seemed familiar to me. 
So I went to my file. What did I 
find? Fight copies of the Barron 
letter received over a period of 
many months. Why have Barron's 
mailed the same letter to the same 
list & times. For only one reason 
it continues to pull. 

I might be biting the hand that 
feeds me, since | make my living 
writing copy. But, if you have a 
letter that pulls, keep using it until 
it fails to meet your break-even 
point... whether you're after orders 
or inquiries. New doesn’t always 
mean PETTER. 


ad 
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A “Before” and “After” 
From Paul Bringe 


Recently I asked Paul Bringe if 
he would take the time from his 
busy schedule as manager of 
Milwaukee Dustless Brush Company, 
to show my congregation how to 
write a good letter. His response is 
printed below, word for word: 

“When you asked me to write a 
‘How to do it’ piece on copy, I dug 
out a real ‘stinker’ of a letter that 
I have been holding for more than 
two vears. It was so bad, I couldn't 
throw it away: 


sales 


Gentlemen 


Hene ts AN oprontTUNtTY for you to get 
in on the ground floor with our firm who 
is «going into the manufacture of wine 
exclusively! 

We would like to bring to your attention 
gained by 


some of the advantages to be 


you in dealing with our newly organized 
firm. Firstly, our specializing in this prod 
uct will enable us to give extremely prompt 
delivery on both 


Secondly, by 


small and large quan- 


tities. your submitting an 
order for a large quantity, you will receive 
the benefit of well as 


quantity price, as 


the benefit you will derive from our ab 
sorbing part of the freight charges involved. 
We ask your cooperation in the following 
1) Kindly submit samples of the various 
sizes and shapes of wire bands your firm 
uses, so that we will have a record of the 
type you purchase 

(2) Also, advise the approximate quantity 
in which you are interested 
The 


interest and prompt reply 


writer certainly will appreciate your 
and looks for- 
ward to the pleasure of being of service. 
Sincerely yours, 

“Can you read this without feeling 
antagonistic toward the writer? And 
yet, we have to pity him. When he 
sent out this letter, he hurt his busi- 
Maybe he is still wondering 
why nothing happened. Something 
did happen though. According to 
D & B he is no longer in business. 
“So here is a rewrite for a com- 
pany that no longer exists. It won't 
do the original writer any good, but 
maybe the rest of us can learn some- 


thing: 


ness. 


AT LAST--LOW, LOW PRICES 
ON WIRE BROOM BANDS 


This week the wheels started turning in 
a wire forming plant so 
kinds 


stainless, monel, 


our dream plant 
almost runs itself. All 


soft steel 


modern it 
of wire -bras« 


feeds to the forming machines from huge 
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reels. Our pour wire forms in any shape 
literally by the 
have to pay 


you want—and millions. 


Now 


prices for 


don't premium 


you 
forms produced on out 


take advan- 


wire 
moded equipment. You can 
tage of really substantial savings and fast 
high-speed 


so accurate that 


delivery too, by using our 


machines. And accuracy 
first and last pieces of a million run are 
blood-brother twins. 


Within 


sample 


Delivery time is no problem now. 


three days after you approve a 


form it will be coming off the machines 
in quantity and on its way to you. Freight 
costs too, are reduced, The savings made 


on modern equipment permit a liberal 


increase in freight allowance. 


THE NEW 


You owe it to yourself to learn just how 
much you can save. We know you will 
be pleasantly surprised to see what modern 
methods can do to costs. Will you send 
a sample form today with an estimate of 
quantity required? You will have a cash- 
saving quotation in a few days, attractive 
enough, we believe, to command your next 


order. 


We can supply your wire forms faster, 


much more accurately made, and at a 
good cost saving. Will you ask us to prove 


it? Sincerely, 


“The first problem, as always, is 
to get the attention of the reader for 


THOMAS COLLATING 
COST CALCULATOR 


Now schedule collating jobs and operating 
personnel with the highest possible efficiency! 


Here’s an easy, fast and accu- 
rate method to take the guess 
work out of any collating as- 
signment. Now, for the first 
time, you can tell in a jiffy just 
how long it will take, how 
much it will cost, and what is 
the quickest and least expen- 
sive way to do the job. 


Thowas 
Col Ine. 


Mere in Use Then All 
Other Makes Combined 


365 SALES & SERVICE OFFICES 
COAST-TO-COAST 
AMD CANADA 


Visit Our Booths No. 51 and 52 


Whether you do a lot of col- 
lating or just a little... 
whether you collate by hand 
or with a Thomas Collator, 
this new cost calculator is 
sure to be a real help! Fill out 
the coupon below and mail 
today for your free calcula- 
tor. No obligation, of course! 


CLIP OUT AND MAIL NOW! 
Themes Collators inc., Dept F 
50 Church W.Y.C. 7, HLT. 


Please RUSH me; 
FREE Thomes Colleting Cost Calevleter 
FREE Brochure on new Thomas Colletors. 
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j\ Serving discriminating mailers the world over. 


Industrial List Bureau 
420 Main St. 
Webster, Mass. 


atways'wim: 


you ve been contused by exaggerated 


And ovr one stop 

and mailing saver your 

busy planning instead of juet vp 
loose ends 

Why not send NOW for more information and 
samples of recent successtul promotions? 


SALES LETTERS 


W. St, Mew York 11 
Telephone WAthins 9-2680-1 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 39, 
Mass. 


a rather prosaic product. Wire broom 
bands are not exciting in themselves 
but since they are an item of pro- 
duction cost, the engineering minded 
businessman will be interested. We 
try to hold his interest by talking 
about a modern up-to-the-minute 
plant. This first paragraph is also 
intended to put a favorable light on 
a new business operation—something 
most industrial buyers will try to 
avoid if they can. 

“The copy tries to suggest, with- 
out saying so directly, that the pros- 
pect is paying more than he should 
for wire forms because they are prob- 
ably produced on outmoded equip- 
ment. The last paragraph sums up 
the sales arguments and presents a 
mild challenge to the reader. 

“A hum-drum product such as 
this needs a series of rather low- 
pressure letters to do the selling job. 
Probably the most effective approach 
is to constantly remind the buyer 


PAUL J. BRINGE’S 


will become a regular monthly 
feature, starting with the October 
issue. Watch for it in next 
month’s Reporter! 


that he is paying more than he needs 
to pay for wire forms. 

“The product also lends itself to 
sampling with a twist. For example 

a cat in wire outline with the run- 
ning head: ‘The cat's out of the bag 

no more high prices for wire 
forms.’ Or a fish in wire with the 
caption: ‘Are you catching the big 
dollars you can save on wire forms?’ 
Maybe at the proper season, a Xmas 
tree in wire outline with the sentence: 
‘Here's a real present for you—a 
30° saving on wire forms. You 
can see how really limitless the 
sampling potential is. 

“Since this is a letter for a non- 
existent firm, there is no way of test- 
ing it against the orginial. But with 
such an original how can we miss? 
I must admit I picked a rewrite job 
that was rather easy. Perhaps you 
have some tougher ones. I'll be glad 
to take a whack at them if you like. 
P. J. Bringe” 
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I would like to spotlight two im- 
portant notes demonstrated by Paul 
Bringe’s “Rewrite.” 


Note 1: The lead used—a benefit: 
LOW PRICES ON WIRE BROOM BANDS. 


Vote 2: The “gimmick” he sug- 
gests: “A cat in wire outline with 
the running head”: Tue cat’s out 
OF THE BAG-——-NO MORE HIGH PRICES 
FOR WIRE FORMS. This is a gimmick 
with meaning—made of WIRE—the 
product being sold. The tie-in of the 
wire cat and “Cat's out of the bag” 
is natural, colloquial, and keeps the 
reader's mind on “wire” and “news”. 

Thanks, Paul. No wonder your 
copy is doing what it took a large 
staff of salesmen to do not too long 
ago. 


Flex Your Writing “Muscles” 


Your imagination and your writ- 
ing facility are just like your muscles. 
They need exercise. So, before you 
begin that day of preparing copy, 
sit down and write a friendly letter 
to someone you know well. Describe 
something to him you think might 
interest him. Or bring up a subject 
in your letter about Bridey Murphy 
or the Yankees’ chances for the pen- 
nant, or the cost of Scotch. Write 
strictly off the top of your head. He 
knows you're slightly goofy and likes 
you in spite of it. Chances are you'll 
write a letter that will delight him. 
At the same time you'll be toning 
up your writing muscles for the 
shoulder-to-the-wheel job ahead of 
you. 

Now that you are loosened up, like 
a big league pitcher, you'll find it 
easier to “put it over the plate” when 
you're faced with throwing strikes. 


Parting Shot 


How well do you “communicate” 
Do people who read your copy 
understand what you mean in 
stantly? Do you choose your words 
and phrase your sentences so they 
make your meaning crystal clear? 

What the executive says (see be- 
low) is perfectly clear to him. But 
to the salesman the executive's words 
have an entirely different meaning. 


Salesman: I've been trying to see you 
all week. When may | have an appoint 


ment’ 


Executive: Make a date with my se 


retary! 


Salesman: 1 did, sir, and we had a grand 


time, but | «till want to see you. @ 
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town. 


Statler will reach us. 


It's Nice Place to 


Hew York. that 


... And we hope you have a most profit- 
able and enjoyable convention in our home 


We love this town . . . and we love our job, and pride ourselves on 
being conscientious, meticulous mailing list brokers. 


if we can be of any service to you in your list requirements or 
placements, please do call us while you're in town and let's talk 
them over. A call either to our office or to our suite at the Hotel 


ane rbrcher Edeen Sennett 


“OER MAILING UST SERVICE 


140 WEST S5th STREET, NEW YORK 19, 
JUOSON 6.3768 


Member; NATIONAL COUNCIL OF MAILING LIST BROKERS 


Over 1,000 
Shop Owners 
Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. .. . 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35, Michigan 


when your job is too small 
for a personal call 
IT’S TYME* FOR A CHANGE 
If your present supplier 
is too big for his britches, 
give us a call 
* and hear what our pitch is. 


YC stavice cone. 


A COMPLETE DIRECT MAIL SERVICE 


ideas, layout 
copy ar tor divect mail BY 


MAIL trom @, DMAA Best of Industry 


Award winner Bob Roiney on the 
job full time, a real agency with 
nanona!l Write tor proot 
that pays wk with “the adver 


oly mon AD 
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are you 


WASTING 


valuable 
promotion 
dollars... 


. on ordinary looking “form” let- 
ters that shout—“Just Another Name 
on the Mailing List”? 


Flatter your prospects with Am- 


bassador’s “personalized” letters . . . 


in IBM Executive and “Alsco” Proe- 
essed, Impress them favorably toward 


your sales message and watch it pay 


off in more readership and response! 


Leading Direct Mail users large 


and small have been doing it for over 


7 
34 years. Why not investigate? 


Call or write... 


AMBASSADOR 
LETTER SERVICE CO. 


Direct Mail Advertising Since 1922 
It STONE ST., NEW YORK CITY 
BOwling Green 9-0607 


Coming To New York? 
Lettershop Experience? 
Publishing Fulfillment? 


Job waiting for you, if you can 
be worth more than you are paid, 
o profit-sharing service company 
with over 100 employees now, and 
inticipating twice that soon. 


Self.starter? Use your head? De- 
pendable? What can you do that 
will be worth 3 a week? 


State facts, be brief, and we'll be 
prompt. Write The Reporter, Box 
92, Garden City, N. Y. 


Automatically typed or expertly filled | 


My Mail Order Day 


By Jared Abbeon 


Exploiting Your Mail Order Product 


I LAST MONTH'S COLUMN we look- 
ed into a few of the ways a new 
product might be located to exploit 
via mail order, and I| said that this 
month we would start looking into 
various methods of doing said ex- 
ploiting: 

Now here you are sitting looking 
at this product and if you are human 
you are all full of Gin and Ginger. 
The Old Vinegar is surging through 
your blood stream. You want to go 
out and shoot the bankroll on a do or 
die attempt to let the world know 
that this is rr! Now! AMAZING! SEND 
NO MONEY! SEND FOR ONE TODAY! 
Well now simmer down, friend, and 
listen to Old Jared. | have been pull- 
ing green flags out of the mail for 
over 10 years now and if this seems 
but a short time to you fellows in 
the boot, and institutional 
type businesses just pick up a copy 
of a 1946 magazine catering to mail 
order folks and see how many are 
still in business. Mighty few, mighty 
mighty few. 

What killed off most of them? Lots 
. but in my opinion, 
over-anxiousness stands right at the 
top. They shot the roll on the wrong 
product or the wrong month or the 
wrong field. So let us take it slow and 
maybe we will last longer. Maybe 
not buy a gold plated Rolls-Royce in 
such a hurry, but maybe get there 
before the fellow who thinks he will. 

So the first thing after we have 
nailed down our product so nobody 
can steal it, or copy it, or buy it out 
from under us is to find out “Will it 
sell— profitably?” 

The best way | have found to do 
this is through publicity. For a prod- 
uct to sell mail order, it almost has 
to be something new, something dif- 
ferent, something exotic or most 
unusual, And if it is, then this fact 
is News to somebody. 

Now in this fair land of ours there 
are literally thousands and thousands 
of magazines, newspapers, and radio 
and TV stations. They need (des- 
perately) interesting material to fill 
their columns. They appeal to every 
type of person and industry. It is al- 


shoe, 


of reasons . 


THE REPORTER OF DIRECT MAIL ADVERTISING 


most an impossibility for even the 
best financed media to have enough 
reporters, writers and correspondents 
to track down enough “interesting” 
material to supply the endless de- 
mands of their readers for “Whats 
New”. 

So they depend on folks to let 
them know what they are doing. And 
don’t think the not 
keenly. aware of this demand. Last | 
heard, over 5,000 companies either 
have a full time publicity department 
or else hire professionals on a regular 


wise boys are 


retainer basis. So there exists plenty 
of folks willing to supply material 
to editors. 

The editor of this publication was 
kind enough to save me the publicity 
releases he didn't use for a month. 
There were enough of them to fill 
this magazine many over, 
However, remember you have a big 
jump on most of the folks sending 
out publicity material. You have a 
New, Fascinating, item of great in- 
terest to certain people (if you don’t 
. what makes 
it?) 


times 


have such an item . . 
you think you can sell 

There are methods of 
bringing your item to the attention 
of editors. The hardest, least produc- 
tive way, “influence”. Edi- 
tors hate people who “know some- 
body”. After all, the man’s job de- 
pends upon interesting his readers. 


Various 


is to use 


If he allows his columns to be filled 
by high-pressure artists, it 
shows up in lost readership and 
goodbye job. And nobody wants an 
editor who has guided a flopping 
media. The same goes for working 
through the advertising department: 
“Put in my story and I'll pay off in 
advertising if it works.” You dont 
see this pulled much any more, but 
when used . . . it is the kiss of death. 


soon 
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Visiting the editors in person is 
slow, time consuming and not very 
productive. Remember those 5,000 
professionals. If the editor saw them 
all he would never get a line on paper 
and that is his job... “to edit”. Not 
te play sympathetic ear to visiting 
space grabbers. 

So give the guy something to edit. 
Write the publication a neat letter 
short—telling what you have to say. 
Enclose an action picture of the item 
if possible, at least a shot of it in 
use. Make sure your picture is pro- 
fessional. Incidentally, an analysis of 
some thousands of publicity releases 
shows that the photography used was 
of an extremely high caliber general- 
ly speaking. So a muddy flat picture 
doesn't stand much (if any) chance. 

Then, with your letter and picture 
enclose a news release. This is the 
simple story told with as much detail 
as possible, but still kept reasonably 
short (under one page if possible). 
Double space typing is a must. Keep 
it factual . . . no hard sell. 

Unless you mark your letter and 
story “Exclusive” it is considered 
cricket to send it to every publica- 
tion you think might be interested. 
So you can have your release me- 
chanically reproduced. The days of 
the trusty rusty old duplicator are 
out. Crisp, clear reproduction — is 
needed. Remember your 5,000 com- 
petitors, and the editor's bad case of 
eye-strain. 

The big publications are tough to 
crack. The average Shopping News 
editor gets an unbelievable load of 
First Class publicity material. The 
big national news services have an 
avalanche every day of snowy white 
paper. But as a matter of course, 
include them on your list because 
if you only hit one once in a blue 
moon, that one can pay for a mighty 
lot of duds. I find that an Item must 
be darn narrow in interest before | 
send it to less than 200 national pub- 
lications. Although last month I did 
one for a client that went only to 
70, a highly technical product in the 
marine engineering field. A product 
of broad scope should be good for 
from 300 to 500 public ations. On a 
number of occasions | have topped 
the 1,000 mark. 

There is an old complaint among 
editors about people who send pub- 
licity “out of their field”. | am still 
trying to find out (after hundreds 
of releases) what is an editor's 
“Field”. For instance, | once placed 
a Floating Fisherman's Knife in 
Seventeen, a magazine for teen age 


girls. Remote? Not for the Father's 
Day issue. In one recent month | 
had some thirty magazines publish 
various items. Playboy pulled hund-. 
reds of orders. Changing Times pull 
ed over $1,000 on one item. (In- 
cidentally, C T accepts no paid ad 
vertising at all}. And one little trade 
paper, which to my knowledge didn't 
even publish the item, sent it over 
to a friend of the publisher who 
needed something similar to publicize 
a new motion picture. The resulting 
order ran into hundreds of pieces. 
So when in doubt include any 
magazine on your list. 

When started, I laboriously 
compiled a card index of public, 
tions. But as we get older we get 


oy, 


+, 
» 


ond 


wiser, and | now use three prime 
sources (and a half a dozen special 
lists for unusual items). Here are 
those sources (I could have saved a 
gallon of perspiration and gotten 
thousands of dollars in orders from 
breaks if some kind fairy had told 
me of them a few years back): 

(1) Bacon's Publicity Checker (R.U. 
Bacon & Co., 343 South Dearborn 
Street, Chicago 4, Illinois.) ($15.00). 


(2) Gebbie House Magazine Direct. 
ory (Gebbie Press, 19 East 48th St., 
New York 17, N. Y.) ($20.00), 

(3) New York Publicity Outlets 
(Publicity Media Service, 331 Madi 
son Avenue, New York 17, N. Y.) 
(Write for price). @ 


DUAL-LITH move for / 


Streamlined DAVIDSON DUAL-LITH Model 251 cuts 2-sided printing job running 
time in half, eliminates work-ond-turn and costly tandem operations. Just add a second plete 
segment in o motter of minutes, print both sides of the sheet on one trip through the 
mochine, get 12,000 impressions per hour ot normel operating speed! it's os simple os 
thet becoves vorvatile Model 251 is built with the exclusive Davidson 2-Cylinder Principle, 


ts let you meet each printing need os it occurs. Simultaneous 2-sided 


printing and pies offset lithegrephy ere only the beginning You get more — distinctive 


stati 


Dovengraving for exp 


y ond literature ot pennies’ cost, ond dry 


offset for long, long runs and better qvolity color. 
Eosy turning. easy to operate Model 25! tokes oll types, styles and sizes of plotes, 
hendles stock from light menifeld to cardboard in sizes 3” « 5 to 10” « 14” os well as 


envelopes. Complete line of attach 


it to also perform letterpress, imprinting, 


numbering and perforating. Heavy duty construction gives low maintenance and trovbletree 


operation. Compeore it! 


Devidsen Presensitized plates & 
laberatery Centrelied Supplies 
meen top quelity results 


DAVIDSON CORPORATION 


of Meorgenthel 


Linetype 


A 


les! set in Linotype Heedings in Prolype 
See eee eee 
paviesen CORPORATION 
29 Ryerson Street, Brooklyn 5, N.Y. 
© I'd Whe to know more about simul- 
foneous 


3 
- 
Dont Oct a machine your 2-rided jobs ! 
| 
at 
4 The “De Luxe” is 
| 
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specialist in... 


COLLEGE 


STUDENTS 


1,150,000 by class 
— home and school 
addresses 


/ 
/Facutty 


66,000 by subjects 
taught 


When you want to contact 
today's or tomorrow's 
leaders call us 


COLLEGE BUREAU 


41 East 


42nd Street 


New York 17, N. Y. 


MUrray Hill 7-4214 


MADISON AVE. HAILS 


ide 


164 €. 38th 


+ New York 16 + MU 67270 


Idea Art 
Portfolio! 


Toptiight ready fo use ort 

os you hove never 

seen before in the 

second exciting Idea Art 

portlol ol An 

new, big one volume 

edition packed with 

hight touch 
sparked 


with copy lhnes to 


or” nol 


drawings 


sugges! creative solylions 
to 1000 ad problems 

in 9a 12 multiting 
plastic binder Drawings 
alone cannot be 
duplicated for $2500 
Complete cost, including 
reproduction rights, $25 


Seat on opprevel fer 
S-DAY FREE EXAMINATION 


Ira 


A PROGRESS REPORT ON 
“CLEANING UP THE MAILS” 


by H. H. 
Another homework scheme has 
ended. 
Many Reporter readers, during 


the past few years, have sent us in- 
dignant complaints about the home- 
work scheme offers emanating from 
various towns in Massachusetts. The 
Postal Bulletin of May 8, 1956, 
notified all postmasters and post of- 
fice employees that domestic fraud 
orders had been issued against Carl 
V. Torrey and twelve other differ- 
ent or names under which 
he operated in Melrose, Boston and 
Rowley, Massachusetts, That means 
(unless the fraud orders are upset 
by court action) that the Torrey en- 
terprises will no longer be able to 
receive any mail, which state of af- 
fairs definitely puts them out of 
business. Unnumbered thousands of 
women have induced to pay 
fees to learn how they could hope 
for big profits (7) from homework. 

Join us in another salute to the 
Boston Better Business Bureau. This 
is their second big scalp in one year. 
We reported previously that the 
Lindo operations around the Boston 
area were closed after the govern- 
ment obtained an affidavit of discon- 
tinuance, 


similar 


heen 


A few months ago a Pittsburgh 
Federal Court Jury convicted Mur 
ray Kram, 27, on ten counts of mail 
fraud. Sentence was delayed until 
sometime this Fall. .. pending study 
of motion for d@ hew trial. 

This practically brings to an end 
the disgraceful racket of sending 
unordered, spurions religious ar- 
ticles to Catholic’ Tists . . . asking for 
payments. 

Many of us have worked for years 
to wipe this blot from the direct 
mail picture. Relatives of the Pitts- 
burgh Kram were closed up by 
Miami postal authorities on an 
“agreement to discontinue”. The 
Pittsburgh racketeer deter- 
mined to fight it out to the bitter 


Mail Advertising 
Corporation of America 


handles (on schedule) more 
truly selective* consumer name 
direct mail than any firm 
in the country. 


Investigate Powerful 
*Select-O-Nomic 
Advertising 
for your next... 
National 
Regional 
Neighborhood 
Advertising Program 


435 North La Salle St. 
Chicago 10, Illinois 
SUperior 7-3785 


* 
TYME WILL TELL 
How to do it economically! 
Your direct mail money 
will go a long way 
if you find out our secret, 
so call today! 


yme LETTER SERVICE CORP. 


A COMPLETE DIRECT MAIL SERVICE 


FRIENDLY PROSPECTS 
BUY QUICKER 


Get on ‘first name” terms with your list 
by using the Let's Maeve Better Mottoes 
Association monthly direct meil. Copy 
se exclusive by type of business 
territory. Write for deteils 


GYMER—2125 E. 9th St., Cleveland 15. 


| 3744 N. Clark 


50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
Individually typed in quentity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 


Chicage iti. 
Phone: EAstgate 7.54% 
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end. But his wings have been clip- 
ped. And the Catholic press has 
done a good job of spreading the 
news and warning the unsuspecting 
faithful. 

All readers of The Reporter are 
urged to continue sending us sam- 
ples of mailing pieces which they 
consider fraudulent or indecent. 
There are still a number of shady 
homework schemes in operation. 
They bring discredit to all of direct 
mail. There are some high-pressure 
mail order operators who are 
treading on the thin line of legality 

offe “ring phony contests or 
judging deals which involve the 
purchase of merchandise. Many of 
our readers have been indignant 
about the flood of sex device offers 

some of them sent to school 
childre *n, convents and presidents of 
important companies. These opera- 
tions make the direct mail business 
look a little sick and we hope the 
post ofhee inspectors will be able to 
put them out of business, 

A Chicago manufacturer recently 
got himself in dutch with his cus- 
tomers and prospects across the bor- 
der in Canada. We will cover up the 
names involved, but this case should 
go in the records as a warning to 
those who might make a similar 
mistake. 

The mailing involved a 914” x 
2” manila envelope mailed under 
5¢ U.S. postage. Inside was a sales 
offer containing a sample of a cloth- 
ing item used for advertising pur- 
poses. Recipients were asked to re- 
turn the sample if not desired, ox 
pay for it along with other mer 
chandise ordered. A little label was 
enclosed for remailing, but no Cana- 
dian postage. 

However, here is what happened: 
Because the mailing contained a 
sample of a merchandise product, 
the envelopes were held up by 
Canadian customs. The recipients 
were notified and our correspon- 
dent complained that this unsolici- 
ted piece of merchandise cost him 
37¢ in customs plus more than an 
hour of a man’s time and a vehicle 
to pick it up at the customs office. 

You can imagine how much busi- 
ness this piece obtained from our 
friends in Canada. It was a thought- 
less, impolite and stupid way to 
handle a promotion and we hope 
such tactics will never be repeated. 
If they are repeated, we won't be 
so courteous in covering up the 
names of the culprits. 
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WHILE IN NEW YORK 


at the DMAA Convention, stop at our exhibit on the 
mezzanine floor of the Statler. 


Always something new . . . something interesting in 
the way of lists. Let's chat about your market pro- 
blems. Put our 25 years of know-how to work for 
you. Ask for Bob Dunhill or Nancy Lee at Booth #89. 


Be sure to pick up a copy of our 1956 Mailing List 
Catalog . . . it's jammed packed with marketing 
information .. . or write for a copy. 


DUNHILL 
INTERNATIONAL LIST COMPANY, INC. 
Market Planners + Mailing List Compilers 
565 Fifth Avenue, New York 17, New York PL 3-0633 
55 East Washington Street, Chicago 2, Ill. DE 2-0580 


SEE 

PRESTO 
PAPER TYPE 
DEMONSTRATED 


at the annual 


DMAA Convention 


Hotel Statler, New York 


October 1, 2, 3, 1956 


wer 
MA VERTISIN ‘ ed eve 


w-how). Direct Ma ‘ i here 


That Jellow Botts, 


Leo P. Bort, 4 E. Jackson, Chicago 


Booth 19 


We'll be looking 
for youl 


An Ad Agency thet Loves DIRECT 


WRITE FOR 
CATALOG Showing 
300 Type Faces 


PRESTO PROCESS Co. 
243 North Water $t., Rochester, N. Y. See Pege ad 
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A CORDIAL INVITATION 
TO MANY FRIENDS 


During the pleasant excitement 
of the three-day DMAA Conven- 
tion, do not forget to visit us in 
the suite we have rented for 
that purpose. The Statler Hotel 
Room Clerk will direct you to 
what | hope you will find an 


oasis for rest and refreshment. 


Indrew 1. Albert 


ALBERT MAILING LISTS 


120 Liberty Street 
New York 6 
REctor 2-7573 


Direct Mail and Mail Order 


COPY 


@ thet makes SENSE 
@ thet metes SALES 
@ thet BUYERS want 
te do business with you. 
Write me ebeoul your plans 
or problems 


All details handied by mail 


HOWELL, MICHIGAN 
Winner of two OMAA Beet of industry 
Awards Dartnel! Gold Medal 
Editer of IMP. “The world’s smallest 

house organ 


iv’S TYME FOR A CHANGE 
when your job gets stuck 
on that proverbial truck... 


Wont deliveries on time 
instead of a stall? 
. You Il do well 
to give us a call 
YE verren senvict cone. 
A COMPLETE DIRECT MAM SERVICE 


There seems to be another rash 
of phony collection devices. You 
have all probably read in the news- 
papers about the cases in California 
and Washington, D. C.. where a 
debtortracing operation has used 
designs and wording which make 
their mailings appear to be emana- 
ting from the Treasury of the Uni- 
ted States. One such organization 
has been stopped by the Federal 
Trade Commission, but there is 
another one going great guns. 


We have received a number of 
complaints from readers about an 
outht in New York which sends un- 
ordered merchandise and then has a 
lawyer dun the recipient for pay- 
ment by threatening legal proceed. 
ings. We are turning this case over 
to the Bar Association for we think 
the lawyer himself (if there is a 
lawyer involved) should have pro- 
ceedings brought against him. 


Other Reporter readers have been 
sending us samples of high-pressure 
solicitations which seemingly are in- 
tended to secure house-to-house 
salesmen or homework opportunity 
wekers. They ask for our advice on 
whether the offer is good. We pass 
along the suggestion of the Better 
Business Bureau .. . look with sus- 
vicion on any offer of employment 
vhere any sum of money is demand- 
«ld or required in order to obtain 
mstructions about the job. That is 
good advice even though some of 
the racketeers try to make their of- 
fers believable by claiming that the 
$5 or $10 deposit is simply a pro- 
tection which will screen out the 
“drifters or curiosity seekers.” 


At any rate, we want you all to 
know that The Reporter is still 
watching the shady side of the di- 
rect mail street. We will keep after 
the racketeers who are bringing dis- 
credit on a great medium, providing 
all of you help us by sending in the 
evidence. @ 


UPGRADING 
irect Mail 


Now, executives of non-profit organi 
vations can secure all their fund-raising 
and public relations list needs from one 
source, 

We have the facilities and the na 
tion-wide connections to service all your 
direct mail fund-raising, promotion 
and public relations list needs, regard- 
less of type or quantity. 

This new and complete list service 
is made possible through our 30 odd 
years experience in direct mail fund 
raising and public relations work. This 
experience alone is a very real benefit 
to you. 

It'll pay you to investigate this 
specialized list service. Look me up at 
the Statler Hotel if you're going to be 
in New York at the Direct Mail Adver 
tising Association Convention October 
1, 2 and 3. 

Or drop me a line for further in 

formation. 


> WILLIAM M. PROFT 
ASSOCIATES 
FUND RAISING LISTS 


585 MAIN STREET . EAST ORANGE 


Fragrance Process 
Compound! 


Like ants to honey . . . thot’s how prospects 
react when their attention to your printed 
sales message has been demanded ond 
held . . . with action-compelling Fragrance 
Process Compound. Use it letterpress — offset 
— gravure 

FPC adds a new, lasting dimension of 
eroma thet creates buy impressions for be- 
yond mere words ond pictures... and that 
sends sales soaring! 

Unlike ordinary senting, FPC lasts and 
losts. Any odor duplicated. Add its impoct 
to your selling — you'll see results jump! 

For complete information, write todoy. 


FRAGRANCE 
PROCESS COMPANY 

73 Sullivan Street, New York, N. Y. 
Telephone: MOnument 3-1582 


| 
Here's a new 
list service ‘ 
designed 
4 for you. 
| 
| 
| 
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PENCILPRINT looks like actual 
Pencil. Has mony epplications for 
your Direct Mail. Ask for samples. 


Century Letter Co., Inc. 


48 Eost 21st Street New York 10, N. Y. 


20000 


as |he Perfect 
LOw-CosT 
af? Addressing 

System 5g 


THE CLIPPER™ 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for striking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address. 


Box 806W Peoria, lilinois 


TOP 
DIRECT-MAIL 
WRITER WANTED 


Maxwell Sackheim 


We have an opening for an 
experienced writer with an out- 
standing record of successful 
planning and writing of direct 
mail promotions. If you are eager 
to expand your horizon to in- 
clude writing and creative plan- 
ning for newspapers, magazines 
radio and television, as well as 
direct mail for many of the 
largest and best known mail 
order and direct mail advertisers 
We invite your application. Please 
do not phone or call in person 
Send complete details of your ex- 
perience, salary desired. All re- 
plies held in strictest confidence 

frite to Irving Wunderman, Copy 
Chief, Maxwell Sackheim & Co 
Inc. 5445 Madison Avenue, New 


York 22. N 


THE ADVANTAGES 
OF MAILING EARLY 


John Yeck sent us copy of a letter 
written and produced by Guy H. 
Mundhenk, Postmaster of the Dayton, 
Ohio, Post Office. It is a well-written 
and interesting letter and we will pass 
it along. Should make all of you 
realize the importance of early-in-the- 
day mailing: 


Dear Patron: 


Letters and people are much alike. They 
are cheerful or glum, businesslike or 
friendly, full of good news or bad. They 


even travel alike. 


If you are planning a trip by train, let's 
say to Milwaukee, and circumstances re- 
quire you to be there early tomorrow 
morning, you will be thinking in terms of 
when you must be at the depot, at what 
points you must change trains, and when 


you will arrive. 


An ordinary three cent letter going to 
Milwaukee, for delivery tomorrow morn- 
ing, must be in the post office in time to 
be dispatched in a pouch closing at 1:37 
P.M.; to go forward on Detroit and Cin- 
cinnati train 54 to Lima: thence to Chic 
ago on Pittsburgh and Chicago train 53; 
thence to Milwaukee on Chicago and 
Minneapolis CP X57 arriving in Milwau- 
kee at 11:55 P.M. the same day. 


The next dispatch to Milwaukee (after 
1:37 P.M.) arrives 12 hours later; too 
late for next morning carrier delivery. 

If you want a three cent letter delivered 
in Buflalo tomorrow morning, it must be 
in the post office in time for dispatch in 
a pouch closing at 3:52 P.M. A three cent 
letter to be delivered in Chattanooga to 
morrow morning must be in a pouch clos 


ing at 4:32 P.M. 


The same is true of traveling to or sending 
letters to other plac es. It does no good to 
arrive at the station after the train is 
gone. If mailed early, letters may be de 
livered the next day in many places where 


it normally takes two days. 


It is our aim to help you obtain the great- 
est possible benefit from the Postal Service. 
Mail In The Morning, Mail At Noon, 


atch the early trains. 


Respectfully, 


(signed) 


Gay H. Mundhenk, PM 


Postmaster @ 


Prospect Lists 


[) 100,000 Top Secial, Civic & Business 
leaders in 60 cities $186.75 per 
400,000 Smell Businessmen 
New compilotion of owners, partners, or 
top executives of smoll business (YOUR 
CHOICE AS TO HOME OR BUSINESS AD- 
DRESS) $186.75 per M 

) 160,000 Mail Buying Porents 
Porents who have bought by mail, $6.00 
baby choirs $16.75 per M 

| 160,000 Wealthy farmers, ranchers and 


$10,000 


) 45,000 Antique, racing & sports cor 
collectors & fans in USA. $18.75 per M 


Advertising Letter Service 
2930 E. Jeflerson Avenue 
Detroit 7, Michigan 


when your job gets stuck 
on that proverbial truck... 


it’s TYME FOR A CHANGE 


Want deliveries on time 
instead of a stall? 
* You'll do well 
to give us a coll. 


YME verren senvict Corr. 


A COMPLETE DIRECT MAIL SERVICE 


DEVELOPE 

roll, jumbe printed plus 
FREE extra set prints — only 50¢ 
($2.00 valve). Write for FREE 
mailing beg. 


PHOTO WHIZ, Box 227N, MINEOLA, NY 


We process advertising and sales letters 
Multigraph-Mimeograph-Offset 

. assemble and mail them 

with your enclosures. 


22 W. Madison St. 


Chicago 2, Il. 
FRanklin 2-874 


50 or 50,000 LETTERS 
TYPEWRITTEN LETTERS 
individually typed in quantity 
CARLSON AUTOMATIC 
TYPEWRITING SERVICE 
3744 WN. Clark Chicago 13, 
Phone: EAstgate 7.5496 


Looking For Mail Order ideas? 


See Page 51 
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USTINGS ONE LINE PER ISSUE, $16.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$24.00 PER YEAR. 


ACETATE SHEET PROTECTORS 
A. G. Bardes Co., inc 437 N. & th St., Milwaukee 3, Wis. (88 2.3972) 


ADORESSING 
A Five Letter Service Griggs M dwey Paul 4, Minn, (MI 
Bite Stenci! & Mach >. 10 (OR §-3240) 
Beatman Addrewing Service 1426 Kings hed 9.0879) 
Creative Maing Service tr 9.243 
Merit Maile 26 7? 9900 
Susser Typing & Ma Serv. 70.01 Queens odside 77, WN. 9.7500) 


ADDRESSING & LIST CONTROL SYSTEMS 
Lisle M. & Associates...1700 Delmer, St. Louis 3, Missouri (CH 1.46797) 
Semmes Punched Card Div. Underwood Corp. | Pk. Ave., N.Y.C. 16 (LE 2-7000) 


ADDRESSING MACHINES 
Addre Machine & Eavip. Co...326 Broadway, 7, N. (HA 2-6700) 
Approved Business Machines Co..19 Hudson St., New York 13, N.Y. (CA 66233) 
Addr. Machine Co 185A Cambridge 19. Maes. (TR & 2020) 
Meilers’ Equipment Co W. OY. ON. OY. (CH 3.3442) 
Sever & Wall.ingterd 143 W. Broadway, N.Y. 13, (WO 40620) 


ADDRESSING — TRADE 
Beimer Typing Serv 91.7) St. Richmond Hill WN. Y. (Vi 66922) 
Shenine Typing Service 68-1! Roosevelt Ave. Woodside WN. Y. (HI 62730 
Susser Tye Ma Serv. 70-01 Queens 6 Woodside 77, N. Y. (NE 9.7500) 


ADVERTISING AGENCIES 
Ad Scribe P.O. tox 74. North Canton, Chio (Tel: 9.2552) 
“American Direct Mail’ Venice Bivd 
Los Angeles (6 Calif (OU 6.1305) 
Mertin Ad Agency (Dir. Sell. Mall Ord.) 15 PA E. 40. (LE 2-475! 
Charlies Rogers Assoc. 92-32 Union Hall Jameaice 33, N. Y. (OL 8.4300) 


ADVERTISING ART 
A. A. Archbold, Publisher.?. O. Bow 20740. Los Angeles 6, Calif. (RI 9-9062) 
idea Art 164 East N.Y. 16, (MU 67270 
My Ad Se 100 Walnut Peoria, Illinois 
Marry Jr. Art Studio..1401 N. Main Pleasantville, N. J. (PL 4620 


ADVERTISING BOOK MATCHES 
Match Corp. of America 3433.43 W. 48th Chi. 92. vi 7.2044) 
Universe! Match Corp 150! Locust St 3, Mo. (CH 1.3230) 


ADVERTISING SPECIALTIES 
Geo MeWeeney Co. t+ 87. 614 Av.. W Haven. Conn. (WE 4.3411) 
Gettier Montanye, In Giyndeon, Maryland (RElcterstown 842) 


ANALYSIS, cay" yd SELECTION, COPY, RESULT EVALUATION 
Troy M. Rediun odiun..1832 M NW, Wash. 6, 0. C. (RE 7-3433) 


_MACHING-ABORESSING SERVICE 
Street, East Orange, N. J. (OR 2.3900 
Div.) 22 €. NLYV.C. (CH 2.1311) 


AUTOMATIC TYPEWRITING 
Ambauedeor Letter Serv. Co Stone 4 (8O 9.0607) 
American Auto Typewriter Co. 2323 N. Pulaski BR. Chicago 39, Ill. (EV $15!) 
Cerison Auto. Typewriting Serv. 3744 N. Clark Chic. 13, (EA 75496) 
Letter Service 29 So. Wabash Ave., Chi, 3, (CE 64066) 


BOOKS 

Art & Tech. of Photo Eng. Horan Eng. Co. 44 W. 28. WLY.C. | (MU i 
Reporter of Direct Mail 224 7th, Garden City 

Cordially Yours 

Degs That Climb Trees 

How Te Get The Right Start in Direct Advertising 

how Te Think About Direct Mail 

How Te Think Letters 

How To Thint About Readership of Direct Mail 

Hew Direct Mail Selves Management Problems 

How Te Think About Showmanship in Direct Meili 

Hew Te That About Me Order 

Hew To Think About Production and Meiling 

The Plain Jane of Direct Mal! 

How Te Thiet About industrial Direct Mail 


BUSINESS BRIEFS 
1015 5. Shepherd Or.. Houston 19, Texas (LY 9126) 


- 


Wetmore & Co 


4 


directory 


CALENDARS, ART AND BUSINESS 


zettier-Montanye, inc Glyndon Marylend (REisterstown 842) 


CATALOG PLANNING 
101 W. St. N.Y. 19, N.Y. (PL 7-1967) 


CHRISTMAS STATIONERY 
Gettier Montenye, Inc. Giyndon, Marylend (Reisterstown 847 
The Newbern Compeny 207 W. Main St. Arlington, Texes (AR §-2207 
COPYWRITERS (Free Lance) 
Leo Bott, Jr. 4 E. Jackson Bivd., Chi. 4 (HA 7-9187) 
Orville E. Reed 106 N. State St.. Howell, Mich. (Tel: 66) 
O. H. Roster 1430 Grand, Kansas City 6 Mo. (HA 1-4469) 
Shirey D. M. Adv. 162! Conn. Ave., N. W.. Wash. 9, C. (AD 4.3627 
2 West (Rm. 309) N.Y (JU 6-4662 
DESIGNERS & PRODUCERS OF STEEL DIE ENGRAVED STATIONERY 
The Fredmark Company.354 Blacksmith W., Levittown Y. (PE 1-949) 


DESK CALENDARS 


Gettier-Montanye, Inc... Giyndon, (Reisterstown 842) 


Catalog Planning Co. 


DIRECT MAIL AGENCIES 


Abrend Associates, inc...60! Madison Ave., New Y 2 Pi 03/2) 
American Mail Adv., inc...610 Newbury St., Boston . (CO 67540) 
Barbera H. Boynton & Staff 420 Market Sen Francisco ti, Cal. (YU 2378) 
tomer J. Buckley State Chi. 2 ST 2-5336) 
The Buckley Organization Phila. Nationa! Bark Bidg Phi ledeiphie 7 Pa. 
Chase & Richardson, Inc... 8 East 4ist St., N. ¥. C. 17 (MU 4-439) 
Dickie Raymond, inc 470 Atlantic Ave.. Boston 10. Mass. (HA 6-3360) 
Dickie Raymond, inc 225 Park Ave., N. Y. 17, (MU 43610) 
Direct Mail Associates Street, Wilmington |, Deleware (Tel: 
Direct Mail ry W.. Atlanta 3, Ga. (CY 3398 
The Reuber is Ch 16 ¥! 2.3232) 
Dufty & Assoc Milweukee 2. W (8® 3.7852) 
General Office Service 527 6 St.. N.W.. Washington |, 0. C. (NA 86-5348) 
Frederick Gymer 2125 Mh St.. Cleveland 15, (SU 1-4220) 
Harrison Services, inc 341 Madison Ave., N. Y. 17, N.Y. (MU 9-1690 
Hickey-Murphy Div. of James Gray, inc. 216 E. 45 St., N.Y.C. 17 (MU 2-9000 
9-03 Metropolitan Ave., Forest Hills, N. Y. (LI 4 

Beacon St., Boston 8 Mass. (LA 3.6546 

26 Sterling Street, East ange, N. J OR 2.3900) 

43) Howard St., Detroit 31, Mich. (WO 1-9470 

) Products Co 7 Central Park W.. Ay Y. 73, N. Y. (Ci §o18 
nda-Letter Saengemon MO 46-9878) 
nda-Letter 520 Fifth Avenue, New York Y. (MU 7.6359) 
rdson-Shaw Inc 15555 W. McNich De 3%. Mich BR 3.3955) 
Maxwell Seckheim & Co.. Inc 545 Mad n Ave. 272. WN. (PL 
Seles Letters, inc 153 W. 23rd C. (WA 9.2680 
Sende Rocke & Co., Inc 9! Ave. tt (WA 41661) 
J. 8. Sends & Company Brighton Ave., Boston Mass. (ST 27-0947) 
The Smith Compeny 67 Beale St.. San Francisco, Calif. (SU 1.4564) 
Steiner end Kahn, In 527 Madison Ave., New York 22, N. Y. (PL 3.46295) 
Lioyd F. Wood Associates 1640 Wisc: Ave.. N.W., Wash. 7, 0. C. (CO 59042) 


DIRECT MAIL CONSULTANTS 
Lawrence Lewis & Assoc 175 Sth Ave. 10 N.Y. 7-6868) 
George V. Rumege 52 East 72nd N. Y¥. N. Y. (TR 9-O136) 


DIRECT MAIL EQUIPMENT 
8. H. Bunn Co 7605 S. Vincennes Ave.. Chicege 20. Ill. (HU 3.4455) 
Cheshire Mailing Machines 1644 N. Honore S., Chica 
8. C. Covheed Co 720 Frelinghwysen Ave.. Newark 5, N 
vidson Corp 2? Ryerson St Bilyn. 5. N. Y. 
Dick Co 5700 W. Towhy Ch 
Tying Machine Co...335! N. 35th St.. Milwaukee Wis. (HI 5-713!) 
nal Autopen 1026 20th St. N.W.. Wa NA 8.5520 
Yale. inc Chicago 12, til. 
National Bundle Tyer Co higan (Bt 162) 


Pitney-Bowes, inc ford 48 262! 
tometic« Ine 310 N. tith S Phila. 7 Pa WA 4213) 


Matic Machine Mig. Co. 145 Hedson N.Y.C. (WA $0690) 
Mechanica! at 0 Chu N.Y 7 (Di 9.2270) 


DIRECT MAIL SUPPLIES 


Fragrance Process Co. 73 Sullivan Street, N. Y. 12, N.Y. (M 3.1582) 
Lee Products Compeny...2763 S. Lyndale, Minneapolis 8, Minnesota (RE 9080) 
Presto Process Co 243 N. Water Street, Cochester, N Y 


i 
43 
‘ 
Merit Maile 
New Name 
] 
Sea 
= 
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Address-O-Rite Stencil & Mach. Co 


Elliott Addressing Mech. Co. 


Peper Products Co 


The Boston Envelope Co 
The Century Envelope Co 
Celumbie Envelope Co 


Minneapolis Minn 
Hewthorne, Melrose Park 


Hesse Corp....1483 Keosauqua Way, Des Moi 


W. Hartford 10, Conn. (JA 2-122!) 


Gew-O Here Envelope Co Sacramento Bivd., Ch 


The Gray Envelope Mig. Co 
4 


Island Envelope Co., 


United States. Envelope Co Springfield 2, Mass 


States Envelope Co 


Wolf Detroit Envelope Co... 14700 Dexter Bivd.. Detroit 32, Mich 


ENVELOPE SPECIALTIES 


The Connelly Organization 
00 In 


Kansas City 6, Mo. (HA 1.0097 
FILMS DEVELOPED 


FOREIGN MAILINGS 


Sende Rocke & Co 
! rdinal-Lemoine, Paris Se, France 


M. Proft Associates 
LITERATURE 


INSERTING SERVICE - MACHING 


San Francisco 5, Calif 


INVISIBLE INK LETTERS & POST CARDS 


INVISIBLE INK POST CARDS 


Morley W. Jennings East Orange, N. J 


Potdevin Machine Co 


Allen Hollander Co 


GADGETS 


Brunner Printing Co. 
er Engraving & Printing Co 


MAIL ADVERTISING (emershops 


COLUMBUS 


W. A. Storing Co. ———— 239 N. 4th St. (15) (CA 86-5741) 
DETROIT 
Advertising Distributors of America, inc...634 Bagley Ave. (26) (WO 2.1172 
Advertising Letter Service 2930 Jefferson (7) (LO 
Curtis & Bburgis bth Floor—Maeraquette Bid (26) (WO 3.0588) 

L. Polk & Co 43) Howard St. (31) (WO 1.9470) = 
cast ORANGE, NEW JERSEY 

| Mailers 26 Sterling Street (OR 2.3900) 
Premier Printing & Letter Serv. 620 Texas Ave., (2) (CA 7.4146) 
KANSAS CITY 
Roskam Advertising 1490 Grand (6) (HA 1.4469) 
LOS ANGELES 
Atles Letter Service 524 S. Spring St., (13) (MI $181) 
Krupp's Adv. Mailing Serv 228 S. Los Angeles St., (12) (Mi 6753) 
MARION, OHIO 
Fulfillment Corp. of America 381 W. Center St. (Tel: 2.1187) 
NEWARK, NEW JERSEY 
Automatic Mailing Service Inc 560 Belmont Ave., (5) (TA 4-089!) 
NEW YORK CITY 
Advertisers Mailing Serv... inc 4 W. St. (AL 6.4600) 


Benart Mail Sales Serv. inc 278 €. St., (17) (MU 7-8890) 
Cardinal Direct Mail Corp 2 Broadway, (4) (WH 4.3722) 
Century Letter Co., inc 48 (10) (AL 4.0300) 
Circulation A ate r 226 West Séth St ha JU 6.3630 
Mary Ellen Clancy Co 750 Park Ave. (YU 67833) 
Coupon Service Corp 17 Cast (OR 3.0100 
tlite Letter Co inc W. Bnd St. (1) (PE 61462 
Mailograph Co., inc Water St., (4) (80 9.7777 
The St. John Assoc., Inc 75 W. 46th St. (36) (JU 2-3944) 
Tyme Letter Serv. Corp 43 East St., (3) (AL 40174) 

nelly rgeniation, inc 1010 Arch St.. (7) (MA 7-8133) 
odington Mail Advertising Serv 1304 Arch St., (7) (RI 61840) 
PITTSBURGH 
Advertisers Associates inc 1627 Penn Ave., (22) (AT 1.6144) 
Ayer & t 15 South Ave., (4) (BA 5.46340) 
SAN FRANCISCO 
The Letter Shop 67 Beale Si. (SU 1.4664) 
WASHINGTON, D. C. 
General Office Serv. inc 527 oth N. W. (NA 6.6948) 
WESTFIELD, NEW JERSEY 
Union County Business Bureau (WE 2-5614) 

MAILING LISTS — BROKERS 

Archer Mailing List Serv 140 W. St. N.Y. 19, N.Y, (JU 63788) 
Barbera Boynton & Siaft..420 M ket San Fra o ii, Cal. (YU 62378) 
George Bryant Co 695 Madison Ave., N. (MU 8-266! 
yeorge Bryant Co 75 Wacker Or., Chi, |, (ST 2-3686 
The ige East St, N.Y.C. 10 (AL 40670) 
Dependable Mailing Lists Bi 4th Ave. N.Y.C. (MU 4-499 
Walter Drey ‘ 133 N. Michigan Ave., Chi. (FL 64180 
Walter Drey, inc 257 4th 10, (OR 4-7061) 
Dunt int'l List Co., Inc, 55 East Wast Chicago 2, lil. (DE 2.0680 
Guild Co 160 Engle St., Englewood, N. J. (BR 9-046! 
Lewis Kieid W. 45th N.Y. 36, N.Y. (JU 20880 
Willa Maddern, In 215 4th Ave. N.Y. 3, (SP 7.7460 
Mosely Mail Order List Serv 18 Newbury S., Boston 16, Mass. (CO 6-3380 
Names Ur ted ine 352 Fourth Ave., N. Y. 10, N. ¥. (MU 62464 
D. L. Natwick Co 1% W. S2nd N.Y.C, 19 (CO 
People in Places, inc 167 East Bird St, 16 (LE 
Planned Circulation 19 West 44th N.Y. NL (MU 
Roske Advertising 430 Grand, Kansas City 6, Mo. (HA 1.4469 
Sanford Evans & Co., Lid..165 McDermot Ave., Winnipeg |, Canade (92-2161 
Wille Stroh, Jr 568.570 S4th West New N. J. (UN 44800 
James E. (rue Assoc 419 4th Ave., 16, (MU 9.0080 
w 1 Wide Service 520 Sth Ave New York 14, N. YY, (MU 2.5844) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE: COMPARE NAME IN PARENTHESIS WITH LISTING 


BELOW OF COMPILERS & OWNERS 
18 500 (Reporter of Direct Mail Adv.)Direct Mail Users 
Dog Owners List over 2,000 000 (Western service] 
New Car Buyers 150,000 monthly... (Gile Letter Service 
( ypant Mailing Lists upant Me iling List of America, tne 
Pet shops, 4000; Pet supply jobbers, 150; Cat breeders, 6M All Pets) 
Upper income Farmers 35,000 (Gile Letter Service) 


MAILING LISTS — COMPILERS & OWNERS 
Active Equipment Supply 47-3) 36 Long island City |, (RA 9-9000) 


Albert Mailing Licts 20 berty N.Y. 6 WN. (RE 27673) 
Allison Mailing Lists Corp 804 Lexington Ave, WN. Y. 21, N.Y. (TE 2 #430) 
All-Pets Magazine, inc Px Box 161, Fond du La Wisconse 7840) 
A mn Avia Put i Ve Ave. NW We 4400 
Associated Advertising Willow Port rturon, Mich, (YU 6.7773 
Ay ve Registrations, |r 4h St. N.Y. OY, 
Bodine's of Baltimore SO! E. Preston Baliimore 2, Md. (VE 7.0000 
Boot buyers sts 16} Broadway, N.Y. 13. (WO 
Boyd's City Dispatch 220 East N.Y. 10, (OR 9.3280 
Buckley Deme Ow achson Bivd, Chicago 6, Il’. (HA 7-3862) 
Cath Bureau West 4th 4. N.Y. «(CO §.4490) 
eative Mailing Service 460 N. Main Freeport, N. (FR 64890 
Walter Orey 133 N. Michigan Ave. Chi, (Ft 64160 
Walter Drey 757 4h Ave. N.Y. 10 (OR 4.7061) 
Dunt ternations Co 565 Fifth Ave. 17 (PL 3.0839) 
Drumciif? Advertising Service Hillen @d Towson 4. Md. (VA 3.7790) 
Educa pany te Z2nd N.Y Al 40644 
Eli Kegeos Webster, Mass. (WE 72780) 


(Continued on following page) 


: 
ELLIOTT STENCIL CUTTING 
inc. 64 W. 23 N.Y.C. 10 (OR §-3240) 
Cleer Cut Oupliceting Co 149 Broadway, N. Y. 6, (WO 
Creative Mailing Service 460 4. Main St., Freeport, N. Y. (FR 8.4630 
117 Leonard St. N.Y. 13 (WA $1371) 
Swacson Direct Mail Service Mass, (821-R) 
ENVELOPES 
American Envelope Mig. Corp...60 Beekman St., N. Y. 38, N. Y. (WO 2-5040) 
The Anericen East Liverpool, O. (FU §-4240) 
Atlenta Enve - 700 Northside Dr Atlante 7) TR 6 3686 
Be 4 60! W. St. C. (WA 44400) 
97 Hig t.. Dedham, Mass.. (FA $4700 
2015 N (ES 
Se 2, (TR 5-6285) 
es 14. lowe (AT 86-5737) 
16. Mich. (TA 6-7360) 
Curtis 1€00 inc 50 Vanderbilt Ave 
Detroit Tullar Envelope Co... 2139 Howard St., Detroit 16, Mich. (TA §-2700) 
Diplomat Envelope Corp. 23-23 Borden Ave., L. |. City I, N. Y. ist 4.5200) 
Gerde Enve 300! N. Rockwell St. Chi. 18, Ill. (CO 7.3600 
500 Cortlend St.. Chi. 39, Il. (CA 7-2400) 
long 106-05 Northern Bi., Corona, N. Y. (DE 5-4646) 4 
Rocheste 72 Clarissa St.. Rochester 14, N. Y. (HA 2404) 
The Standard Envelope Co 600 E. 30th Cleveland 14, O. (PR 1.3960) 
Tension Envelope Corrs & Campbell Sts., Kansas City, Mo. (HA 
Tension Envelope Corp. 522 Fifth Ave.. N. Y. Y. (MU 2-4644 
Transo Envelope 3542 N. Kimbel! Chicago 18, Ili, (IR 6.6914) 
Save fis (HE 4 1587) 
(RE 67211) 
Po ‘ 010 Arch St., Phile. 7, Pa. (MA 7-8133) ae. 
anderbilt Ave., W. Hartford 10, Conn. (JA 2-1221) 
Du elope f 9026 Franklin Bivd., Chi. 12, tl, (NE 8.1200) 
Garden City Envelope Co 300! N. Rockwell St., Chi., 18, Il, (CO 7.3600 a 
The Sawdon 480 Le Ave. WN 2516) 
Tension Envelope ) 
The Weil Envelope it 
hoto Whiz 
FUND RAISIN 
William N. J. (OR 3.2233) 
Merit M OR 2.3900 
Automatic M (TA 4.0891) 
Bonded Nationwide 4th kiyn 32, N. Y. (SO 6.4819) = 
Coupon Service Corts 37 East (8th St., 3, (OR 3.0160) 
Orur Advertising Service Hillen Wd Towson 4, Md. (VA 3.7290) 
Gile Letter Service..723 Third Ave h, Minneapolis 2, Minn. (FE 3-347!) a ae 
inserting & Mailing Corg 2 Broadway, N. Y. 4, N.Y Wht 4.3722) 
Mailers, Inc 216 N. Clinton St., Chicago 6, Ill. (Fi 60722) 
Maiimen rporated 37 Cottage Row, Gler e, 4.5% 
Merit Maile 26 Sterling Street, East Orange, N. J. (OR 2.3900 
Roskam Advertising 1430 Grand, Kansas City 6, Mo. (HA 1.6469) f Me aed 
West. Emp. Dir. Adv. Co. 612 Howard St., (GA | 6500) 
Sande Rocke Co., Inc Ave., N.Y.C. (WA 41561) 
LABEL PASTERS 
200 North St., Teterboro, N. J. (HA 68-1941) 
LABELS 
inc 305 Gerard Ave., N. Y. Si, (MO 5.1818) 
Dennison Mig. Framingham, Mass. (TR 3-35 
Eureka Specialty Printing Co....55@ Electric St., Scranton Pa. (Di 7-2035) 
Penny Label Co 9 Murray 7, (BA 77771 
Tompkins Lebel Service 1818 Wa Philadelphia 2. Pa. (PE 5.4999 
Robert Straub & Co. W ach Chicago 4, tll. (WA 2.1881) 
LETTERHEADS 
Jeflerson Ave., Memphis, Tenn. (Tel: 2.2355) 
283 E. Spring, Columbus 15, O. (AD 5057) 
Woodbury & hadwick Savere, Worcester Mass. (PL 4-172!) 
LETTERS 
Responda- Letter 52% 
Booties 
Lettercraft 22 Me 2) (FR 28734) 
Meilers, Inc 216 N. Clinton St. (6) (FI 
The Rylander Co 216 W. Jackson Bivd.. (6) (FR 2-595) 
CLEVELAND 
Cleveland Letter Serv. inc 740 W. Superior, (13) (SU 1-8300) 


Addressing Serv 8) Washington 6, (HA 
Frits Hotheimer €. Zind N.Y. 10, (OR 46420) 
Gile Letter Service..723 Third Ave. South, Minneapolis 2, Minn. (FE 3-347! 
tadestrial List Bureaw Webster, Mass. (WE 7780 
indus News (6/42 Wyoming Ave. Detrow 21, Mich | 2658) 
320 Broadway, New York 7. N.Y 3.42739 
of America 4% WN. LaSalle Ch 0 7.3786 
‘porated 37 Cottage Bow, Gien Cove, N. Y 
power, inc 330 W. Kilbourn Ave., Milwaukee 3, Wis, 
Compilation tur. 11034 Ventura Bivd.. N. Hollywood, Cal (st 
Mailers 2% Sterling Stree Orange, J 
Montgomery Engineering Co Detroit 6, Mich 
4, Monty Fan Lists 20) East 46th St.. New York 17 
Occupant Mail. Lists of Amer.. inc. 239 N Columbus 15, O. (CA 
Official Catholic Directory 12 Barcle 
Palmer Licts 2492 Grand > 
Paramount Mailing Lists 77.14 & 
5S. inc 44 Englewood, N. J 
ndes Filth Avence, Y 
17\t Milwaukee Ave Ch 4 
Rasher 11834 Ventura Bivd. North Howywood, Calif. (ST 
Direct Mall Adv 2724 7th St... Garden City. (PI 
Robertson Bivd., Beverly Hills, Calif. (CR 
the Speed Address 42nd Long island City 4, N. Y. (ST 
William Stroh, Jr 646-670 West New Yort, N. J tine 
West. Emp. Dir. Adv. Co. 612 Howard %&., Sen Francisco 6, Cal. (GA 
Zeller and Letica, inc 1S East St. N.Y. 10. N.Y. (MU 
MAIL ORDER AGENCIES 
Sparks Advertising Agency P. ©. Bow 211, Brownwood, Texas 
MAIL ORDER CONSULTANT 
Merbert L. Kellner & Associates 43! 5. Wabash Ave... Chic. 6, Ill. (HA 74144 
Whitt Morthmore Schultz 1116 Old Elm Lene, Glencoe, ill, (VE 6.3199 
MANUFACTURERS—ADDRESSING MACHINES & ACCESSORIES 
Pollard Alling Mig. Co 220 W. N.Y. N.Y. (CH 3.0602) 
MATCHED STATIONERY 
Tension Envelope Corp...1%th & Campbell Sts., Kansas City, Mo. (HA 1.0092) 
a FOR DIRECT MAIL 
Sloan Achiand Div., Elec. rod. Mdee. Mart, Chic. Ill, (DE 7.0717 
MACHINE 
Addrewing Machine & Eauip. Co...326 Broadway, 7. (HA 2.4700) 
MULTIGRAPH SUPPLIES 
Chicago Int Ribbon Co 19 S. Wells Chi. & (ST 7800) 
Mact Type Co. Inc Fulton N.Y.C. 7 3.1487) 
OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of America, inc. 834 Bagley Ave. Detroit 26, Mich. 
Merit Mailers 2% Ste y Street, East range, N. J. (OR 2.3900 
OFFSET MIMEOGRAPHING 
Surety Letter Service 7 Eout 42 N. (MU 2-6377) 
PACKAGING 
7 East St. 3, (OR 3.0160) 
East Orange, N. J OR 2.3900) 
Pack! (alee Mail-it) Newark 6. N. J. (MI 2.7578 
PAPER MANUFACTURERS 
Appleton Coated Paper Co 750 N. Meade %. Appleton, Wis. (41464) 
Byron Weston Company Dalton, Mass 
Curtis Paper pany Newart, De'aware (NE 
Bavtern 
Esleect Thin Pape 


Fou River Pape 


oment Co 


420 Lesington Ave., N. Y. 17, N.Y (LE 
Miauon, Pa. (iV 
Erie. Pa. (Tel 


Fraser Paper, Limited 
W. C. Hemilton & Sons 
Hammermill Peper Co 
Howerd Peper Mills, inc. 
international Paper Co 720 42nd 17. N.Y 
Kimberly-Clark Corporetion Neensh, Wisconsin 
Mead Papers, inc 8 Wee First Street, Dayton 
Moen bette Paper Co Millers Fells, Mass. (OL 
Mohewt Paper Compeny 
Neeneh Paper Co. 
Nektoose Edwards Paper Co 
Peninsular Paper Co. 
Rex Paper Co 
Rising Paper Co Housetonic, Mass. 
Sorq Paper Company idietown G 
Paper Company Washington St Cr 


PAPER MERCHANT 
Moser Paper Co 62) Plymouth Court, Ch 
PARCEL POST MAILING BOXES 
Corrugated Peper Products inc. 2235 Utica Ave., Brlyn 34. N. Y. (ES 
PERSONALIZED GIANT GRAMS 
Sende Rocke & Co., inc 97 Tth Ave., N.Y.C. Il (WA 


PHOTO ENGRAVERS 
44 W. 28th St., New York |, N.Y. (MU 
254 W. Bist St. N.Y. C. (PE 


Neensh, Wis. (Tel 
Port Edwards, Wis. (Tel 


Kalamazoo 


Horan Engraving Co., Inc 
Nassau Photo Engrav. Co 


REPORTING 
38 Pork Pi.. Newark, N. J. (MA 
POST CARDS 
The Carr Organization 1319 N. Sed St., Milwaukee (2, Wis. (88 
Plastichrome-+, by Colourpicture Publishers 
90 Newbury St.. Boston 15, Mass. (CO 
PRINTING — OFFSET LITHOGRAPHY 
Sende Rocke & Co., Inc 7th Ave.. NLY.C. (WA 
Merit Mailers 26 Sterling reet, Enact renge, N or 
Paradise Printers 
Proper Press inc 1279 Lafayette N.Y. 13. (CA 
Runtie-Thompson-Kovats, inc 650 W. Late Chicago 6 AN 
SALES PROMOTION COUNSEL 
Martin Ad Agency (Mail Order PRE N.Y. C. 
SEASONAL STATIONERY 
Arthur Thompson & Co 109 Market P Baltimore 2, Md. (PL 
SUBSCRIPTION FULFILLMENT SERVICE 
Fulfillment Corp. of W. Center Marion O. (Tel 
Globe Mail Agency, inc 148 W. St... N.Y.C. tt (OR 
Merit Mailers 2% nq Street, East Orange, N. J 
New Names inc. (Fulf ent Div 22 € Tth NLY 
SUBSCRIPTION FULFILLMENT SYSTEMS 
Semmes Punched Card Div.-Underwood Corp. | Pk. Ave., N.Y.C. 146 (LE 
SYNDICATED HOUSE MAGAZINES 
The William Feather Co. 9900 Clinton Bd. Cleveland % Obie (AT 
TRADE 
Direct Mail Advertising Assn 
MASA Internations 8120 Jame ens, De +. Mic N 
Nat'l Council of Mail. List Brokers 55 42nd St., 36, (PE 
TYPOGRAPHERS 
Rapid Typogrephers, inc 305 East 46th N.Y. 17. N.Y. (MU 
VARITYPERS AND TYPE FONTS 
4 Broadway, N. Y. 12, N (Al 
VARITYPE EQUIPMENT 
Zenith Typewriter & Adding Mach. ¢ 7W. St. NY WA 


Sickles Photo Reporting Serv 


The Adamm Co. 


2.0580) 
3-3160 
47101 


Hulman Bidg., Dayton 2, Ohio 


9.333!) 
N. Y. 
2-182! 


74112) 


4-155!) 


9 
60817 


2.3966) 


64246) 
7.7500) 


4-155!) 


2.3900 


Paradise, Pa. (ST 


6.4787) 
3.0722) 


2-475!) 
2 4806) 
2.1187) 
§ 4600) 
2.3900 
2.13 

2.7000) 


14122) 


S7th St.. C. 22 (MU 6.7388) 
« 


4 3545) 
6-0615) 


6.2445) 
4.3230) 


4.4180) 


LEWIS FINK ELECTED NEW PRESIDENT OF 


MAIL ADVERTISING SERVICE ASSN., INT. 


At their 35th Annual Convention 
in Chicago last month (August 24 
26), the Mail Advertising Service 
Assn., International, elected Lewis L. 
Fink, president of Lewis Advertising 
Co., Baltimore, Maryland, as new 
association president. 

Succeeding Don W. Hacker of 
Detroit (who served as MASA presi 
dent for two years), the newly- 
elected president is a well-known di. 
rect mail expert who has had a 
steady rise through MASA ranks. 
For five years he was president of 


MASA's Baltimore Chapter. Dur- 


ing 1954-56 he was first vice presi- 
dent of MASA International 

and is now also serving his second 
three-year term as member of the 
Board of Directors. 


Lewis Fink is a staunch supporter 
of “upgrading” direct mail . . . hold- 
ing several awards himself for help 
ing to promote high standards in the 
direct mail industry. As new MASA 
president, we're sure he'll promote 
and boost MASA’s 
continuing progress to even greater 


heights. @ 


it even more . 


— 
7500) 
3. 
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DIRECT MAIL SUCCESS 


Edited by Peter Shugart 


The purpose of this department is to give 
thumbnail sketches of authenticated direct 
mail successes. In order to get ao release of 
confidential figures, we hove promised that 
names and addresses and identifying details 
will be withheld 


ASPECT OF “UPGRADING” 
direct mail is too often totally 
ignored: “How to upgrade your ap- 
proac h to the problem”. 

In the following sketches you'll 
find users who really studied their 
attack. Extra time was devoted to 
carefully-picked list (not just so 
many thousand names typewritten, 
not printed ) . nudging your pros- 
pect at right season (not just when 
you could use the business) . . . ex 
pensive market knowledge about 
your prospects (not just a guesstim- 
ate of the total number of souls 
available}. And MOST IMPOR- 
TANT: These practitioners of the art 
do most of the thinking for the pros- 
pect. 

They don’t expect the prospect to 
do any thinking for the seller. This 
single upgrading motion could quad- 
ruple your sales in no time. “Up- 
grading” had a lot to do with these 
SUCCESSES: 


360 new charge accounts from 
12,000 names invited to new shoe 
store opening. List almost hand- 
picked for quality simulated 
typewritten copy did the trick. 


$ $ 8 


47°% sales increase from depart: 
ment store 18 page tabloid circular. 
Newspapers claimed 15,418 circula- 
tion in same area while store mailed 
37,700 pieces . better saturation 
coverage via the postman indeed! 


$ $ 


300°. increase in 10 years claim of 
wholesaler 
niques. Budgets run from $35,000 to 


using direct mail tec 


yearly. One mailing sold 


56.000 pairs drapes and discovered 


HOO new accounts. 


Closes 3 calls out of 5 says kitchen 


remodeling salesman. Shotgun mail- 


ing to residential areas failed. Shot- 


SEPTEMBER, 1956 


Rates $1.35 per line 85¢ Situction/ Help Wanted Minimum 4 lines 
Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


CLASSIFIED ADVERTISING 


ADDRESSING PLATES 


SPEEDAUMAT—Zince Plates embossed—$35.00 
per M. 100% accuracy guoronteed 
POLLARD. ALLING—3 line proofed and linked 
$25.00 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campoigns in newspapers, mogazines, trade 
popers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 £. 40 St., 
Dept. 33A, N.Y. LE 2.4751. Est. 1923. 


EQUIPMENT FOR SALE 


BARGAINS IN MAIL ROOM EQUIPMENT 
ANDERSON WRAPPING MACHINES with 15 
foot conveyors—will fold and wrap anything 
from 16 to 152 poges, sizes 8 «x 10 to 
11 «x 16—in production now-—we invite your 
inspection. Priced from $2500 to $7500 
MODEL 4300 SPEEDAUMAT WRAPPER AD- 
DRESSING MACHINE with postal permit and 
return address printer. Good as new at one 
third the cost 

PAPER JOGGERS as low os $60 
SPEEDAUMAT HIGH BASE CABINETS..77 
drawer, with trays, locks. Good as new at 
one half cost 
3400 . Built 
special to cut addressing costs—continuvous 
feed—extension delivery—24 position selector 
~AC motor 110 volt. Good os new at 20% 
cost 

All machines in excellent condition-some al 
most new. Borgain priced for quick sale! 
Prince & Company, Inc., 5435 W. Fort St, 
Detroit 9, Michigan, Telephone Vinewood 
2.4200 


HELP WANTED 


EXPANDING INSURANCE COMPANY WEEDS 
DIRECT MAIL PRODUCTION EXPERT 
We need a man with a nimble brain who 
can help improve our complex and success 
ful direct mail insurance business. He must 
have solid experience in all phases of direct 
mail production including list selection, tests, 
and mailing techniques. He will be responsible 
for planning and scheduling mailings. He 
will work closely with our advertising agency, 
which has primory responsibility for all 
creative work. If you ore between 30 and 
40, and hove the necessory training and 
ability, we would like to talk to you. Send 
full details in first letter. All replies con 
fidential. Address Box 93, The Reporter, 

Gorden City, N. Y 


Established business adding direct mail and 
lettershop operation. Top opportunity for 
sales, creative, and production people in this 
field, who can bring in live contacts, sound 
accounts, of new business. Write in con 
fidence to Box 94, The Reporter, Gorden 
City, N. Y. 


FOR SALE 


Two Model 5030 Selector Auto-typist Mo- 
chines. Prepared for C. Smith Manual 
Typewriters. Good condition. Call Mr. Bor- 
man, Algonquin 5.1480 


TEST THE BEST 
Lorge lists compiled, rented, addressed, 
SAYPER ASSOCIATES, 1129-H1 Vermont Ave. 
N.W. Washington 5, D. C 


CANADA'S BEST MAILING LIST 
275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Ontaric 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 


(Constantly Corrected) 
ilers Wholesalers Manufacturers 


Bonks Churches Institutions 
® Choice of 350 Other Lists © 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Cotalogue. 
SPEED-ADDRESS KRAUS CO. 
48.01 42nd St., Long Island City 4, WN. Y. 
STillwell 4.5922 


OFFICE SPACE FOR RENT 


Freeport, Nassau County, Long Island, N. Y. 

6,500 square feet, second floor, Ample 
toilet facilities, heat furnished. Heart of 
surburben south shore. Two blocks from 
LIRR station and bus depot. Ideal for direct 
mail or advertising agency. Principals only. 
Reply Box 91, The Reporter, Garden City, N.Y. 


REBUILT & GUARANTEED 


Addressograph Speedaumat Elliott Addressing 

Machines. Graphotypes-Cabinets-Trays Plates- 

Frames. Mimeographs-Multiliths Tying & In- 

serting Machines “Hook-on” Tray Equipment, 

| Buy and Sell all Direct Mail Equipment. 
James Eckstein 

326 N.Y. 7,N.Y. HAnover 2.6700 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
only 20¢1 Easy to set and align—sharpewt 
reproduction. Free samples ond details. A.A 
Archbold, Publisher, Box 20740-K, Los Ange 
les 6. Calif 


WANTED TO BUY OR PURCHASE 


Sox Mayer 26 Table Model Tying Mochine, 
Must be in excellent condition and priced 
reasonably. MIDWEST DISTRIBUTORS, Central 
Stote Bank Bidg., Marshfield, Wisconsin 
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FOR ADDRESSING ON TABULATING EQUIPMENT 
NOW...the benefit of automatic equip- 
ment without sacrificing appearance or 
without inserting problems. 


or sine envelope open side style fer easy 
insertion 


wings for evtemetic ripping trem 
carrier sheet 


@ in both First ond Third Closs Malt styles 
Carried in stock in several sizes 
COUPON 


Chain O Matic 

CueTis 1000 Inc 

150 Vanderbilt Ave., West Hartford 10, Conn. 
Please send samples and prices of 

new CHAIN.O MATIC continveus envelopes to: 


Neme 


Tithe 


Type of Teb. Equipment 


POST HASTE INDEX 


550 FIFTH AVENUE, NEW YORK 36, N. Y. * 2 
Circle 7.0356 TENANCE | 
ADORESSING | 


INTERIOR DESIGNERS /DECORATORS 


& FURNITURE AND HOMEFURNISHINGS RETAILERS 


ADDRESSED TO THE MARKET AREAS YOU WANT TO REACH 


NEW JUMBO FLASH CARDS! 


Responding to enthusiastic demand, we've added 
SIX MORE SPARKLING NEW DESIGNS! Now 
there are 30 of these big (5% x 7) mailing 
cords - pre-printed with colorful, versatile border 
t - to give your messages high-octane selling 

4 power of amazingly low cost. Get FREE samples’ 


THE CARR ORGANIZATION 
1319 Mw. THIRD ST MILWAUKEE 12, WIS 


Send a FREE Jumbo Flash Card sample kit to 


NAME 


city” 


Get this - 


Nearly 600 Answers To Mail Order Questions .. . 
See Page 51 


gun mailing to postal zones failed. 
Dodge reports now used . . . never 

uses printed form letter. Extra cost 

of individually typed letter pays off 
. . unit of sale is $2,700. 


$ $ $ 
12 to 15 more jobs daily added 


to repair shop work by use of direct 
mail. List is 21,000 names per year 
new and used car license registrants. 
Free brake tests offered—stays open 
late starts early to help white-collar 
workers on tight timeclocks. 


Original 10% response proved 
very low by juvenile shop depart- 
ment. Initial mailings asked new 
mothers to come for gift. Now 100 
gifts each month sent directly to 
home — 25% thank-you response. 
Department accounts for half of 
gross store take. Proof that give- 
aways can pay. 


$ $ $ 
15% to 20% gain in business for 


auto service store mailing each time 


released . . . timing is big secret: 
At 15,000 miles car owner receives 
tire pitch; 90 days after new car 
sale owner receives polish pitch; 
radiator flush in Spring: seat covers 
in summer; anti-freeze in Fall pre- 
cisely when temperature drops. 


$ $ $ 


11% volume increase over prev- 
ious year says neighborhood retail 
store. 29% of annual income is spent 
on advertising and 60°; of it goes 
into mailings—highly selective ap- 
peals based on market study. Popu- 
lation of 55,000 with 10,084 fami- 
lies, income brackets $6,000 to 
$10,000 plus wealth of more infor- 
mation gives answer for this mailer. 


$ $ $ 


500% increase from one letter 
in pillow cleaning orders claimed by 
laundry owner who made January 
(!) mailing. Uses 36% of gross busi- 
ness as budget and now eliminates 
slumps by carefully controlled mail- 
ings on timely household cleaning 
problems. @ 


NEW...CHAIN-© 
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A table in the back room of a stationery 

store cradled this sturdy infant. On 

this table 25 sheets of paper were piled 

up, topped off by a tin form. 

Here, on rainy or slack days, one of 

the clerks would busy himself, 

cutting through the paper with his 

pocket knife, using the outline of 

the tin pattern as a rule. These paper 

blanks he passed on to the other clerks 

who folded them into envelopes by hand. 

As primitive as it was, this method of envelope 
production filled the bill back in the early 1840's. 
Now, as then, we continue to bring you... 


he finest envelope at the lowest 


Soon expansion followed expansion, where today 
our capacity is more than 5 million daily. Now 
as a leader in the envelope industry 
manufacturing all types of business envelopes 
we're still eager to serve the further development 
and growth of American enterprise. 


BERLIN & J ONES 601 west 26th street « new york 1, n. y. 


113th YEAR OF CONTINUOUS SERVICE 


possible cost. 


... years before 
the first postage 
stamp was printed... 


BERLIN & JONES 


was a 


going 
envelope 


concern, 


At the DMAA Convention visit our Exhibit in 
Booth 1A. See original samples of our early an 
tique envelopes and our latest creations. Also 
watch an actual demonstration of our new 
revolutionary “JET” imprinting press — its super 
speed will amaze you. 
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@ How to find overlooked profits in your mailing lists 

@ How to start 

@ The right rental rate for one-time addressing to your lists 
@ Added income for you yeor after yeor 

@ Why your names won't be copied 


@ Your questions onswered 


MOSELY MAIL ORDER LIST SERVICE, INC. 
Dept.RG 38 Newbury Street, Boston 16, Mass. 
Ohay Jim, please send me my new FREE COPY of 
your 10-page Book “HOW TO DOUBLE YOUR 
NET PROFITS FROM YOUR MAILING LISTS". 


book toda 


Shows you how to turn your 
mailing lists into extra dollars 
quickly and easily 


NOW -— here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you — FREE — this profitable new Book 
by Jim Mosely, nationally known mail order list 
consultant, 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES... 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way olf 
obtaining substantial extra net profits year after year. 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
for MOSELY Volume Mail Order Seller Clients (who 
don't compete with you) . 


You can read this Book in only 10 minutes . . . and 
profit month after month .. . year after year. Tear 
and mail Coupon below TODAY for your FREE 
COPY of “How to Double Your Net Profits from Your 
Mailing Lists.” No obligation. 


CAN YOU USE MOSELY CHECKS? 


_, Thesumof $797 ana oOcts === 


tse 


ver 


Mosely 


MAIL ORDER LIST SERVICE, INC. 
Mail Order List Headquarters 
COmmonwealth 6-3380 38 Newbury St., Boston 16, Mass. 
“Mosely sends the checks : 


CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary Yeor 


j 
j jouble you" 
7 from your 
_ 


